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NEXT MONTH 


HE editor comes forward: this month 

with a perfectly good alibi. Announce- 
ment was made last month of two articles 
that were to be published in this issue but 
they were inadvertently crowded out. The 
articles by George A. Hughes and P. A. 
Powers are worth waiting for, however, 
and will “positively appear in our next.” 


FTER you have left the august pres- 

ence of some high and mighty pur- 
chasing agent, did you ever pause and 
wonder what sort of an impression you 
made? Many salesman have, so with many 
misgivings we approached a well known 
P. A. and asked him to reduce his obser- 
vations on salesmen to writing. We told 
him to go the limit and assured him of 
police protection. -His article will appear 
in the April issue. If you feel tempted to 
answer it, our columns are open to you. 


HERE is a salesman working for a 

Chicago jobber who is particularly suc- 
cessful in selling industrial plants. In 
fact, this one salesman averages gross 
business that equals the total business of 
many small jobbers. In the next issue 
he will tell you how he does it. This is 
an article that every salesman calling on 
industrials should read. 

The interviews with successful salesmen 
that appeared in the February and in this 
issue have attracted considerable atten- 
tion. These interviews are secured by an 
experienced interviewer and are honest- 
to-goodness statements by red-blooded 
salesmen. Another will appear in the 
April issue. Watch for it. 


NOTHER article by W. E. Under- 

wood dealing with a different phase 
of industrial lighting will be published 
next month. Industrial lighting is one of 
the big fields for jobbers’ salesmen and 
there is no one better qualified to handle 
this subject than Mr. Underwood. 

There will also be a number of impor- 
tant articles on various phases of sales- 
men’s activities and the various depart- 
ments will be crammed full of interesting 
live material. 
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A Reasonable Request 


‘Give me a line that I can build a selling talk around 
and I'll show you the biggest volume of business that any 
salesman ever turned into a jobbing house,” said Brown 
to his sales manager. 


‘“Why a line that you can build as you say, ‘a selling 
talk around?’ ”’ asked the sales manager. 


‘“Because a salesman without such a line is like a gate 
without a hinge or an actor without a show—he doesn’t 
act. Lots of fellows think they are selling goods when 
they carry a catalogue, but I’m:not that kind. I've got to 
take an article in which I have confidence, pick out the sell- 
ing features, sell myself thoroughly on it, ask myself as 

a buyer what appeal it would make, build my selling talk 
around the answers, and then go out and use it as a leader 
to GET THE FIRST ITEM DOWN ON THE ORDER 
BLANK, for after all the battle is always fought around 
the first item. It is easy enough to fill in the other items 
after you get your man on the FIRST ITEM. 


‘Do you want to carry a sample?”’ asked the sales man- 
ager. 


“Yes, sir.” 


‘All right, there is only one line | can think of that 
will fill your requirements and that’s the Square D Line. 
Wait a moment and I ll get you a Square D Switch for 
that is what you want.’ 


This is the Second of 

a series of twelve 
personal messages to 
Jobbers’ Salesmen from 
The Square D Company, 
Detroit, Michigan. 
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Different Breeds of Cats 


We Mean Salesmen and Office Men But They Must Get Together 
in the Matter of “Reports” 


By FRANK B. RAE, JR. 


RY this one on your ouija board: “When will 
traveling salesmen and the home office find a mu- 
tually satisfactory basis for handling correspon- 

dence and reports?” 

But before opening up your ouija wireless, before at- 
tempting in the words of the nigger voodoo, to “unscrew 
the inscrutable,” I suggest that you test out and refuse 
the old ouija. For when that question is propounded upon 
the farther shore of the Styx, hell will turn bolshevist and 
the Gehmenna gensd’arms will be responding to a riot call. 

The reason for which is extremely simple. Salesmen 
and office men are two different breeds of cat. To carry 
the simile further, they may be likened to wild cats and 
kitchen tabbies. The one goes out and hunts his game; 
the other laps warm milk from a saucer that is set before 
him. And nothing makes a wild cat wilder than to have a 
tabby keeping tab on him. 

In thus likening office men to tabby cats, do not hop to 
the erroneous conclusion that I am belittling or disparag- 
ing the insider. Far from it. You will note that while 
people have a healthy respect for wild cats, it is the tame 
tabby who wins the blue ribbons, silver cups and a warm 

















cushion on the home hearthstone. There is peace and 
profit in being tame. But both breeds have their virtues. 
The point I wish to emphasize is that they are different 
—as different as salesmen and office men. 

The whole problem of salesmen’s reports rests upow 
this basic difference in character. The solution of that 
problem depends upon mutual give-and-take. Success is 
a matter of just compromise. Neither side can settle it to 
suit himself. 

To kick off: Territory is the property of the house. 
The salesman is working that property on salary or on 
shares, exactly as a tenant farmer works a piece of farm 
property. And in exactly the same way, the owner of a 
jobbing territory has a right to know how his property is 
being worked, as well as how much it produces. He is in- 
terested in its continuous production, whereas the sales- 
man may be, and probably is, interested only in immedi- 
ate results. 

A misunderstanding of this basic fact is at the bottom 
of a good many scraps between the road man and the of- 
fice. Too many travelers think of the territory as their 
own. They speak of “my customers.” They conceive 
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themselves as some sort of divinity showering down a gen- 
tle rain of orders upon the house, thus making the profits 
sprout and grow. The sometimes narrow home office idea 
that the rain of orders is produced by the gardener oper- 
ating the house’s own hose, attached to a faucet which 
the house installed and supplied with water for which the 
house pays taxes, does not get to them a-tall. Yet this is 
about the truth of the matter. A salesman without a 
house behind him is nix, but a house without salesmen can 
go hire somebody. The individual is invariably of lesser 
importance than the organization. Kaiser Bill Hohen- 
zollern was a strutting fine king while he held his job, but 
when they took his territory away from him he didn’t look 
so good. 

Yet where the inside men develop myopia is in thinking 
that they are the house. Cooped up in a private office and 
entirely surrounded by red tape and theory, they, too, fre- 
quently forget that they are cog-wheels in the same train 
of gears as the traveling man. It’s as though a pulley 
on a shaft got to thinking that he was the motor, or the 
motor got overheated thinking he was the dynamo, or the 
dynamo got to throwing off sparks and ozone thinking he 
was the prime mover. Far be it from the scribbler of 
these random thoughts to plaster one on the office men, but 
if you ask me I'll say that the only class more difficult 
to deal with than outside salesmen is inside detail men. 

Reminds me of a little jobber down east who was tell- 
ing me his troubles. “We'll have to get rid of Gadder,” 
said the office manager to this jobber. “Gadder is too 
damn independent.” And the jobber had just received a 
confidental letter from the salesman, which read, “We'll 
have to get rid of Inkslinger; he’s too damn overbearing.” 


* * * 


Reports are not demanded for, or ought not to be de- 
manded for any other purpose than to keep the organiza- 
tion informed regarding the condition of territory. If 
we grant that the territory belongs to the house, then we 
must also concede that the house has a right to know in 
what condition that territory is. Hence, reports. 

But while most road men look upon reports as an un- 
mitigated nuisance, too many inside men demand them as 
a part of some hifalutin scheme which never is and never 
will be of the slightest use or value in transmuting the 
latest demand for electric supplies into dividends for the 
jobber’s shareholders. I dare say that we could immedi- 
ately solve the housing shortage of the country if someone 
would develop a method of turning useless filing cabinets 
into six-room flats. 


Reports for Follow-Up Work 


Another use for reports is to enable the home office to 
do a good part of the salesman’s clerical work for him. 
Do I hear a hoot of derision from the gentlemen on the 
left? I assure you that in the dim, antediluvian past, such 
was the theory. But most office men have forgotten this 
—if they ever knew it. So when a report comes in that 
Jim Jones is going to build a new factory next Septem- 
ber, they do not use this information as the basis for 
keeping Jim sweetened up and interested by letter during 
the intervening months. Not often, they don’t. This re- 
port is filed in a tickler, and its sole use and value is to 
remind the salesman on October 15 that Jim was going to 
build on September 1, and whereinhell is the order. 


Still another use for reports is to give the credit man a 
stronger alibi for turning down accounts. The salesman 
reports that Smith, a new customer, has just married a 
million dollars. The credit man, in verifying this informa- 
tion, learns that the heiress was worth a paltry nine hun- 
dred thousand. According to the science of credits, this 
means that Smith is short-changing the world a hundred 
thousand dollars. Give such a man credit? Never! No 
disciple of Dun & Bradstreet would ship a hickey to a 
man who would thus exaggerate his resources. All of 
which, in the eyes of the credit man, goes to prove that 
salesmen’s reports are wholly unreliable and that the best 
way to do is to do exactly opposite to what the salesman 
recommends. Thus do reports have a value deeper and 
more subtle than the salesman realizes. 


Advertising Value of Reports 


Still another use for reports is to enable the house to 
send out advertising matter. It is usual for the road man 
to report the subjects in which prospective customers are 
particularly interested, and the house, upon receipt of this 
advice, inserts the name in the mailing lists accordingly. 
While the gadder hops blithely about his territory, good, 
old, reliable Uncle Sam keeps right on calling with adver- 
tising matter sent by mail containing arguments in favor 
of the goods the salesman wants to sell. 


Advertising? It is a force to conjure with, and believe 
me, most ad-men do a bright and lurid job of conjur- 
ing. The slip which most often occurs in this connection 
is a failure to agree upon the code to be used. In most 
offices, a report saying that the prospect is interested in 
line material means that he gets advertising on washing 
machines—on the theory, probably, that the output of a 
washing machine is clothes-line material. By similar logic 
the man interested in hot plates gets dope on plate warm- 
ers. One man who wanted to know about vacuum cleaners 
received a letter asking the size of the vacuum he wished 
to clean. Of course, the salesmen who sent in these re- 
ports should have been more specific. 


Those of my readers who have not yet fallen asleep will 
see from the above that I put a justly high value upon 
reports. They are essential. They keep the salesman 
indoor o’ nights when, if it were not for the need of writ- 
ing reports, he might be out and getting into mischief. At 
the same time, I have a vague feeling that these reports 
should be devised with some practical end in plain view 
and with the assistance of men who have traveled and 
know something about the business of getting orders. 


In short, I would like to see both the salesman and the 
office man each strain a bit to get the other’s viewpoint, 
and when they have done that, each to remember that they 
are a part of the Organization. 

This is not impossible. You may recall that P. T. Bar- 
num made an actuality of the old Biblical poem about the 
lion and the lamb lying down together. He thought this 
a beautiful theory—as I think it a beautiful theory for 
road men and office men to get together—and Barnum 
proved that the theory could be a fact. 

He put a lion and a lamb into the same cage. 

And they lay down together. 

With the lamb inside. 

I thank you. 
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Specializing on Specialties 
An Important Message to Salesmen Who Want to Specialize 
By ROI B. WOOLEY 


AST summer I attended a certain electrical show 

in a mid-western city. It was a typical layout 

comprising exhibits of various electrical dealers, 
contractors, manufacturers and jobbers. 

In passing one jobber’s booth I was struck with the 
appearance of the layout. Very nearly every sort of 
labor-saving device was shown, the piece de resistance 
being an electric range of the latest design, blanketed by 
some electric fireless cookers. 

As I paused to size up the exhibit I heard a woman at 
my elbow say to her friend, “I wonder if that’s one of 
those electric ranges I’ve been hearing about?” “Speak 
to the man, Jenny,’ replied her companion. And Jenny 
did: “Is that an electric range?’ she asked of a sales- 
man standing near by. I should mention that a board 
counter, covered with appliances, separated the spectators 
from the range exhibit proper. “It is, madam,” he re- 
plied, ““would you care to see it?’”’ She answered that she 
would, and they were shown through the gate and over to 
the range itself. 

Then I was treated to a surprise. So far this sales- 
man had displayed proper initiative; he had induced his 
prospects to go in where they could see the goods, where 
he could talk to them “close up,” where le had them at 
his mercy. And, I could tell from their appearance, their 
conversation and interest that they were class “A” as 
prospects. But the salesman proved inadequate to the 
task. He started well; his generalities on electrical cook- 
ing “‘got over,” but when it came to pointed questions 
about that particular range, its current consumption, 
capacity of the oven, cost of installation and the like, he 
floundered—and was lost. 

After the prospects had gone I hunted up the manager 
of this particular organization, a man I had known for 
some time. “I want you to do me a favor,” I said, “I 
want you to step over here and sell me this range.” 
“Glad to,” he said with a smile, “come right along, and 
get your money ready.” 


With one or two smiling salesmen looking on, amused 
at the friendly byplay, he opened up just as the previous 
salesman had commenced with the two women. So far so 
good. I listened, just as the others had listened, until he 
gave me an opening. ‘“That’s fine,” I put in, “Now what 
will it cost me to cook a meal for three people, say a pot- 
roast, two vegetables, coffee and a nice big pie?’ He 
evaded the direct question. “Well,” I went on, “how 
about boiling water—what will that cost me—where will 
I do it cheapest? And tell me, why do you have closed 
elements on those hot-plates, and why does this range 
have a glass oven door—is that an advantage, or will it 
be breaking all the time—” Then I unloaded a lot more 
quizzes. It was manifestly unfair; -you see, I'd been 
sales manager of that particular range company; I had 
had these self same questions fired at me, and I’d had to 
work out the right comebacks. Therefore I wasn’t sur- 
prised when he called a halt: “Cut it,” he said, “if you 
know so much about electric ranges as to ask these ques- 
tions, then you know darned near all the answers—answer 
them yourself.” 

“The reason F put them to you’’—he had it coming— 
“was because you and your men are losing sales almost 
every hour right off this floor. I stood here and watched 
two good prospects leave—with the money to buy in their 
pockets. No, your man wasn’t a bit to blame. You were 
to blame. You haven’t sold yourself on your own goods.” 
“Well, we're sold enough to take on the line,” he put in 
good humoredly. “That doesn’t mean anything. Of what 
value is it for you to take on the line if you can’t sell it 
in competition? The fellow who sold you was simply a 
better salesman than you are. You aren't the first jobber 
that has taken on specialties and expected that they would 
somehow, in some way, sell themselves.” 

He admitted the impeachment. He insisted that his 
men were not to blame, that he alone was responsible and 
explained to me that the manufacturer’s representative 


(Continued on page 8+) 
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One Way to Make Good With 
Your Trade 


Knowledge of Credits and Accounting Essential to Wide-Awake Salesmen 


By FREDERIC P. VOSE 


General Counsel, National Electrical Credit Association 


HERE has been provided for the jobber salesman 

a publication which he can claim as his very own. 

A wide-awake, up-to-date journal, filled with the 
human interest. Short, crisp articles that he can read 
between jumps. Congratu- 
lations to him, and in the 
same breath, to the pub- 
lishers for their foresight 
and enterprise in launch- 
ing THe JospBer’s SALEs- 

MAN. 

The salesman is an eco- 
nomic necessity. His mis- 
sion is as broad as the field 
of commerce. He is the 
factor who senses the need 
of the trade. He is the 
disseminator of latest in- 
formation. The purveyor 
of the useful to the user. 
The introducer of the mod- 
ern in place of the obso- 
lete. He is invariably a 
man of strong convictions, 
of positive opinions, of 
persuasive powers, a well-’ 
spring of energy, enthusi- 
asm and achievement. 

With it all, he is human, 
with frailties and limita- 
tions which he well recog- 
nizes, particularly in his 
fellow knights of the bag. Frequently he hears a fellow 
salesman speak with stout conviction on a certain subject, 
and while he recognizes that the speaker is entirely sin- 
cere in his statements, he is also cognizant of the fact that 
the orator is speaking without full knowledge of the sub- 
ject although professing to be a master of it. 

To demonstrate this fact, all one has to do is to seat 
himself comfortably in a Pullman smoking compartment 
and listen to the round of misinformation which is put 
forward with confidence and maintained with plausibility. 
The self-satisfied speaker has reiterated his statements 
suv frequently, without being checked up on their accuracy, 
that he has come to believe them himself and to feel that 
all wisdom is resident within him, whereas he may be 
miles from the real facts. And just here comes the need 
of Tuer Jopper’s SALesMaN, filled with accurate data 
which every well grounded salesman should know. 


Frepertc P. Voss 


The salesman not infrequently scoffs at that studious 
shrimp, the credit man. He holds little in common with 
him. The salesman’s veins are filled with warm red 
blood. The salesman believes that a credit man’s veins 
are filled with ice water or 
something thinner, colder 
still. As a matter of fact, 
the credit men, through 
their organizations, by stu- 
dious application to eco- 
nomic problems, have been 
able to effect national and 
state legislation to a great- 
er extent than the various 
sales organizations. This 
is due to two things: 
First, the credit man real- 
izes his need of accurate 
information and the neces- 
sity of co-operating with 
his fellow credit men 
through _ organization, 
achieving results by the 
many, impossible of attain- 
ment by the few. 

Second, the credit man 
all these years has had his 
Credit Bulletin, a monthly 
publication of the National 
Association of Credit Men. 
In the electrical industry 
he has had The Viewpoint, 
published by the National Electrical Credit Association 
and other periodicals, and these he takes home and reads, 
thus keeping himself abreast of the times and informed 
on the latest thought affecting the industry. 

Tue Jopper’s SALESMAN is designed to perform the 
same function for the salesman that the credit man’s peri- 
odicals perform for him. The accuracy of the informa- 
tion imparted by Tue Jospper’s SALESMAN will make it a 
dependable and indispensable adjunct for every salesman. 
He will come to rely more and more upon the printed 
word than upon the slip-shod statements of his fellow 
passengers in his travels, and of the man in the street. 

The acquiring of a studious disposition will not rob the 
salesman of his enthusiasm and energy, but will rather 
augment these splendid powers and by definiteness of the 
knowledge imparted, by this new publication, will give 
strength to him as a man and as an essential factor in the 











THE JOBBER’S f(A) SALESMAN 





industry. Knowledge is power. Tue Jopsper’s SALESMAN 


will serve another purpose of bringing him into more inti-_ 


mate relationship with the credit man, appreciating the 
essential partnership between sales and credits. 

The first matter that should profitably engage the sales 
and credit departments is the developing of the contractor 
dealer so that he will become a more desirable: customer 
and a better credit risk. The trouble with the contractor 
has ever been that he was inclined to guesstimate his jobs 
rather than to estimate them intelligently. He ordinarily 
was a graduate journeyman, possessor of few tools, some 
knowledge of the mechanics of his profession, but with 
little or no information as to the commercial or business 
side of it. 

In June of 1917, George J. Murphy, treasurer of Pet- 
tingell-Andrews Co., Boston, himself an enthusiastic sales- 
man quite as much as an expert accountant, introduced 
for the consideration of the National Electrical Credit 
Association the idea that there should be a standard ac- 
counting system for electrical contractors and dealers— 
that this was the one crying need in the electrical indus- 
try. Mr. Murphy was thereupon appointed chairman of 
a special committee of the National Electrical Credit 
Association, and working in conjunction with the National 
Association of Electrical Contractors and Dealers, the 
Electrical Supply Jobbers Association, the Society for 
Electrical Development and Electrical Merchandising, a 
standard system was created, simple, though complete. 

Every salesman desiring to make himself solid with his 
trade and to be of the greatest help, should send to the 
National Association of Electrical Contractors and Deal- 
ers, 110 W. 40th street, New York City, and obtain a copy 
of a pamphlet entitled Standard Accounting System for 
Contractors and Dealers in the Electrical Industry. It 
consists of 12 pages, giving the history of the. movement, 
the cardinal principles to be borne in mind, instructions 
for the use of the system, together with cuts of the vari- 
ous forms and books used. A study of the pamphlet 
will make a better business man of the salesman, of con- 
structive value to his house and to his trade. 

The almost tragic need of proper housing, due to the 
fact that the building industry has lain dormant for three 
years, means that the country demands full steam ahead 
with all building enterprises. Fully 80 per cent of the 
contractors who have done little or no business during 
the dormant period will re-engage in it in increasing num- 
bers. The lure will be great, and when the rush starts, 
the troubles of the sales and credit departments will be 
multiplied. 
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The seller’s market conditions still prevail. Many of 

the manufacturers have cut down their sales forces be- 
cause their output has practically been contracted for this 
year and next. 
_ Since the declaration of war the credit man’s job has 
been easier than at any time prior thereto. If he was in 
doubt, he didn’t need to sell. There were plenty of cus- 
tomers with cash who would take the goods. But this 
condition cannot and will not last. When the change 
comes, then look out. The wire journeyman, starting up 
as an independent contractor, will be a mere kinder- 
gartener in the trade. He will have a fair idea of what 
materials cost him. But many of them in estimating 
their jobs will simply add to the cost of materials a small 
percentage of profit and enough more to cover journey- 
man’s wages for the estimated time that the job will take, 
if it can be carried on with smooth sailing and without 
interruptions or interference of other contractors. 

Very few men of that class getting into the contracting 
business become members of the National Association of 
Electrical Contractors and .Dealers. They are not stu- 
dents and few know how to read intelligently. Such men 
have no definition of overhead charges. They have no 
adequate appreciation of such expenses as rent, heai, light, 
power, repairs, up-keep, depreciation, insurance, taxes, 
interest, telephone, postage, prifting, stationery, hauling, 
traveling expenses, bad debts, gratuities and incidental 
expenses which always accompany a going business. 

Any salesman who gives the time to post himself on 
the Standard Accounting System for Contractors and 
Dealers will reap tangible rewards not alone for himself 
and house, but for his trade and for the industry at large. 





Thirty per cent of a job is knowing what to do; seventy 
per cent is knowing what not to do. 


Our idea of a manly man is one who isn’t ashamed to 
acknowledge his faults, but who does not do so unless it 
is absolutely necessary. : : : 


What’s become of the old-fashioned salesman who damned 
every town and cast reflections on the ancestry of every- 
body who didn’t give him on order? : 


“Try to get rich,’ said Charles M. Schwab. “It’s no 
harder work trying to get rich than staying poor. Pov- 
erty may not be exactly a crime, but it invariably car- 
ries with it the sentence of hard labor for life.” 


What Help Do You Want From Manufacturer? 


LECTRICAL manufacturers are anxious to help jobbers’ salesmen sell more 
goods. They realize their success depends upon you. Help them extend intel- 
ligent co-operation by telling what help you really need. Last month we published 
the views of one salesman. We want yours. What help do you want? We will 
pay $25 for the best reply and $1.00 for every letter published. Send your reply 
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Hand Picking the Prospect 


Suggestions That Will Aid in Making Industrial Lighting Sales 
By W. E. UNDERWOOD 


S Socrates or Elbert Hubbard might have re- 
A marked but didn’t, it’s always a question whether 

short cuts and more efficient methods are devised 
by lazy men aiming to do Jess work or by hustlers aiming 
to do more work. Either way, the result is the same, 
semebody, lazy or otherwise, has hit upon a practical sys- 
tem for almost every endeavor, whether it is selling indus- 
trial lighting or playing pool. The rest of us may profit 
by such experience if we will, not by copying blindly the 
method, but by getting the fundamental reasons as to 
why the procedure is best so that we may work out our 
own personal applications and variations of the basic 
ideas. 

Of two jobbers’ salesmen, equally skillful at selling 
and otherwise about equally matched and working equally 
hard to bring in industrial lighting business, one may far 
outshine the other simply because his way of tackling the 
job is better than the other fellow’s. 

The salesman who is particularly successful in selling 
better factory lighting almost invariably hand picks his 
prospects and has a definite idea before he starts out, of 
just how he is going gunning for each one. For example, 
he may be planning to call on the Ice-Cold Stove Co. the 
next time his swing round the circuit brings him to Cold- 
water, Mich. He has been selling a little jag of stuff 
now and then to Mr. Ice, the purchasing agent, and thinks 
the time is about ripe for another order. But, Mr. Sales- 
man has made up his mind that he’s going to go a step 
farther and get to the old, original Mr. Cold, the big boss 
of the whole shebang; prove to him that he ought to mod- 
ernize the lighting in his plant; thaw him out entirely; 
and get a fat order for lighting equipment. The sales- 
man knows that he must get to the top of the organiza- 
tion to get that order and is prepared to do it in a tactful 


FAR. OUTSHINE 
\ ToTHER” 





One SatesMAN May Far OvutsHine THE Ofrner Because His 
Way or Tackiine THE Jos 1s Better. 


way that will not offend friend Ice, the purchasing agent. 
Selling the proposition to Ice won’t do, because the sales- 
man has a pretty good hunch that Ice is not salesman 
enough to thaw Cold. 

Perhaps the salesman goes to the purchasing agent and 


explains to him what. better lighting will do for the plant 
in the way of increasing production, what it will cost 
approximately, and how the sour spots in the old lighting 
installation may be located with the foot-candle meter. 
Then comes his suggestion that the purchasing agent lead 
him into the presence of the big boss. If the purchasing 
agent balks and wants to put the matter before the boss 
on his own hook, the salesman has a strong come-back. 
He can explain that this is a specialized field that has 
taken him a long time to learn; that the chances of getting 
the matter across to the boss in the right light are better 
if the salesman does the explaining, backed up by the 
purchasing agent. And the harder it has been to sell the 
better lighting idea to the purchasing agent, the more 
logical this last argument appears. 
Aiming High 

When calling on a brand new prospect and especially 
a big one, a certain successful salesman makes a practice 
always of going to the head of the company. Possibly 
he does not get an interview the first time or even the 
second time, but he does eventually. At this interview he 
merely goes far enough to convince the big executive that 
his proposition is worth consideration. Then he says, “I 
don’t want to take more of your time, will you turn me 
over to the man in your organization who will look into 
this lighting matter and report on it to you?” The boss 
does it; the subordinate is impressed because the salesman 
comes to him direct from the boss. There are many other 
advantages in this plan. For one thing, the salesman hav- 
ing got to the big executive once, can get to him again, 
if necessary, while if he first approached the subordinate 
and failed to convince, he cannot go over the subordinate’s 
head. It’s a case where all doors are open from the top 
of the organization downward, while if you start in at 
the bottom and get the gate there is no higher-up door 
that can be unlatched. 

Another successful salesman, when on the trail of a 
new prospect always makes it a point to see something 
of the’ plant before he approaches the official whom he is 
going to sell. One stunt of his is to wander into the 
plant and if any one inquires his business he says he’s 
looking for the manager, knowing mighty well all the 
time that the manager has a mahogany furnished office 
in the farther end of the building. The workman or watch- 
man, or whoever stops him, very kindly directs’ him 
where to find the manager. The salesman thanks the 
guide most profusely and probably blunders into other 
parts of the plant on the same errand. In these few brief 
moments his quick eyes have taken in a lot of facts about 
the present lighting conditions—facts to be used in his 
interview as soon as he is ready to look for the manager 
in earnest. 

When you are picking prospects, don’t overlook the 
small industrial plants; they are likely to prove your 
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juiciest fruit. Many of the larger plants have been 
approached time and again in regard to lighting. Local 
contractors naturally pick out the big fellows but fre- 
quently overlook the smaller plants, so that with many 
of these you will be the first in the field. It is also a fact 
that the smaller plants are more in need of improved 
lighting than the large ones, so that it is quite possible 
that in selling a small or medium sized plant, your order 
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for lighting equipment may total to as big a figure as for 
a much larger plant where a complete lighting regenera- 
tion is not necessary. 

One thing you must consider is time. As a jobbing 
salesman, the house is counting on you to move, and move 
fast—one town today, somewhere else tomorrow, and so 
on around the old circle. Your whole plan of attack on 
industrial lighting sales must therefore be “up and at 
‘em.”’ 

Your sales talk must be thought out to get results in 
double-quick order and to clinch at the first interview. If 
you find that the going is extra hard with some particular 
prospect and that the chances of making a sale look slim, 
it is a big question as to whether it wouldn’t pay you to 
drop it right there and drift on to a more likely prospect. 
.This may hurt your pride, because you are likely to grit 
your teeth and make up your mind to sell the hard one if 
it takes all summer. But when you come right down to 
dollars and cents it may pay to leave this hard, green 
fruit to ripen and spend your time picking those who are 
already ripe and ready to fall into your hands. This mat- 
ter calls for clever judgment on your part—the kind that 
shows eventually on your sales record. 

In the matter of time, the local salesman has the bulge 
on you. He can take all the time in the world to close a 
sale, while your time is limited. On the other hand, you 
have a big advantage over the local man because of your 
wider range. Where he has one good prospect, you have 


fifty. 


Egding Up to the Prospect 


Your best possible prospects are these industrial plants 
which are already numbered among your customers. You 
should be able to sell with the least resistance to this pre- 
ferred class, because you are already acquainted and prob- 
ably know exactly what individuals to approach. 

The next best bets are factories, located on or near 
your regular trade route, but which have never seen the 
wisdom of ordering goods from you. A few well directed 
questions here and there among your old customers in the 
neighborhood of a factory on your prospect list should in- 


dicate just who is the captain of industry you ought to 
seek in each case. Perhaps, too, a bit of conversation of 
this sort will sliow how to approach him. If he’s a 
grouch, you've got to conceal the old order blank and 
work hard to get his initial interest—for all the world like 
going after a horse in a ten-acre pasture with a pan of 
oats held out infront of you and the halter carefully con- 
cealed in the rear. If through a bit of gossip you find 
that the plant executive for whom you're gunning is 
swamped with orders and is wrestling with the problem 
of making the wheels turn fast enough to fill these orders, 
your cue is to tell him right off the bat that you can in- 
crease production and that you are on the job to prove it 
to him then and there. 

The kinks in the human side of factory executives are 
many and varied, just as with the rest of the genus homo. 
The self-made chap who started out making his product 
with his own hands in the shed beside his home and has 
gradually expanded until he has a whole factory, is usu- 
ally as proud of his plant as a kid with a new red sled. 
Lighting that is right up to snuff will appeal to his pride. 

Lots of factory managers are honestly, deeply interest- 
ed in their employees and in making working conditions 
as comfortable and pleasant as any reasonable expenditure 
will permit. A glimpse into any factory will tell you how 
strong an argument you have along this line, featuring 
good light as a means of accident prevention. 


A New Business Can Opener 


Still other big men in factories are extra keen vn effi- 
ciency. They shed hot, scalding tears over every piece of 
work gone wrong. A wee bit of spoilage takes all the joy 
out of life for them. It would be positively cruel of you 
not to bring them rays of happiness in the guise of better 
light which would cut down waste or spoilage. 

As a can opener to remove the refractory lid from a 
new prospect who may ultimately buy several different 
lines from you, there is nothing more effective in your 
whole box of tricks than better lighting. You can ap- 


AS A 








As a Caw Opener To Remove THE Rerracrory Lip From a 
New Prospect THere 1s NorHinc More Errective Tuan Betrer 
LIGHTING. 


proach a high executive in almost any factory on this sub- 
ject, where you couldn’t get to him, short of murdering 
his whole office force, merely as a salesman for lamps or 
reflectors or fans or any other commodity. Once you are 
inside the private office and have sold the boss on indus- 
trial lighting, the way is wide open to you to sell other 
things later. 

A considerable amount of industrial lighting equipment 

(Continued on page 72) 
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Do You Really Know 
Who’s Your Friend and 


Whose Friend Are You? 


A Message Every Salesman Should Read 
By GEORGE LORING 


doing nothing for nobody that don’t do nothing for 
And the Good Book says. “Whosoever shall 


smite thee on thy right cheek, turn to him the other also”, 
to which an up-and-doing, Johnny- 


S IS HOPKINS used to say ‘‘There ain’t no sense in 


you’. 


for those who give you the majority of their business, who 

are really responsible for your success. 
Many dealers have told me that they receive no greater 
consideration from a jobber if they place the majority of 
their business with him than other 





on-the-spot, Zip-boom-bang Jobber’s — 
Salesman has added “And if he hits |} 
you again, lam him, and lam Lim || 
hard”. | 

To all of which some exceptions 
should be taken. For, strange as it 
may seem, springing a saying that 
was new just about the time Noah 
went into the boat-building business, 
“There's an exception to every rule’’. 

It’s a good idea to do as much as 
you can for everybody for awhile 
and to come up smiling if somebody 
thinks he can jab you a few and get 
away with it, but after you have 
given the other fellow all the chance 


| salesmen 


do for him and he fails to recipro- 
cate and simply continues to use 





your ideas, your service when he is 


SE | 


Concentrate | 


THIS is the first of a 
_ 4 series of important mes- 
sages to salesmen by a man 
| well known in the electrical 
| jobbing field. 
| The author believes that 
should 
trate. “Pick your friends,” | 
_he says, and “confine your 
sincere business efforts to 
them.” Don’t expect favors 
in the world to know what you can | or loyalty from many deal- 
ers if you distribute your 
| favors promiscuously. 


|] dealers do who give only a very 
small part of their business to that 
jobber. Therefore, these dealers 
claim they are justified in splitting 
their purchasing accounts among 
dozens of concerns. To be sure this 
increases the dealer’s cost of doing 
business, but with today’s methods 
of basing and quoting prices, the 
dealer is generally able to more than 
overcome this additional overhead in 
another way. 

So don’t expect favors or loyalty 
from many dealers if you distribute 
your favors promiscuously. 

Don’t try to alienate the affections 
of every customer in your territory. 
It doesn’t pay. Some of them will 
sing you the songs of sirens till your 
head’s in a whirl and your profits all 


concen- 














up against it, or your goods only 
when your prices are the lowest, throw your business 
principles into reverse and do unto him as he has been 
doing unto you. Get all you can and give as little as pos- 
sible. For with such a customer—yes, I’m talking about 
people who sometimes give you orders—you are not, figur- 
atively speaking, partners honestly and mutually inter- 
ested in greatest possible success and 
constantly working together with that one sole object in 
view. 


each other's 


You are actually playing against each other. The 
buyer is trying to get all he can out of you and give as 
little as possible. He tells you when your prices are high 
and refuses to place his orders with you, but he doesn’t 
offer to pay you higher prices when your quotations to 
him happen to be low. All he sees, as a rule, is price 
when it comes to buying and generally when it comes to 
selling. He has the idea that his prices must be low in 
order for him to do business. He doesn’t know the mean- 
ing of “Service”. Therefore, he can neither buy nor sell 
on that basis. 


Know your real friends. Give them the best you have 
in every way at all times, and a method can be worked 
out whereby you will always extend far greater consid- 
eration to them than to anyone else. 


By actions, not merely words, show your appreciation 


gone. Then on top of that your 
friendly Competitor will eventually become riled and try 
to do the Brutus act. Talk about the “vicious circle”! 
It started long before wages and the cost of living were 
matched to see which could establish the highest altitude 
record. It began with the salesman who thought he could 
build up the most profitable business by selling everybody 
in this world and the next to come. 

It’s far more profitable to do $150,000 worth of busi- 
ness a year, of the same character, with 25 loyal custom- 
ers than with 150 luke-warm ones. 

Pick your friends and confine your sincere business 
efforts to them. Build up their accounts. ‘There ain’t 
no sense in doing nothing for nobody that don’t do noth- 
ing for you”. That is, not for a very long while, any way. 
However, there is sense in doing the most for those who 
do the most for you, as successful jobbers’ salesmen know. 

By the way, it won’t be long before many of us will be 
listening to the joyful bing of bingles, hearkening to the 
inspiring cries of “Take him out’’, watching Ty steal sec- 
ond, third and home, and Rabbit Maranville make a few 
vest pocket catches. Yes, I’ve intentionally left out the 
swatters, speed boys, and all-over-the-lot fielders of the 
Cubs, White Sox, Yanks and Giants. Why say anything 
about them when a few thousand jobbers’ salesmen from 


(Continued on page 74) 
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How I Learned to Sell 


The Confession of a Salesman Who is Now Sales Manager 


Reporter’s note.—This is the second, in the series of interviews 
with master salesmen. It’s some story, too. This man’s good 
work as a jobber’s salesman was the direct cause of his promo- 
tion to the position of assistant sales manager, and, later, to that 
of full-fledged manager. 

He’s a sure enough S. M.—on a big leather upholstered swivel 
chair. Two desks! A roll top at which to work, and a flat one 
on which to pound when he’s “hitting on cll twelve,’ which is just 
about all the time, according to reports. And he knows how to 
tell a story! In fact, it’s a good guess that the publishing busi- 
ness missed recruiting a star reporter when this man elected to 
secure names-on-the-dotted line, rather than interviews. 

Here’s the storu just as he told it, without so much as one 
word having been changed. In truth, had it not been for the 
happy thought about working in this little introduction only « 
stenographer’s wage would have been earned by this reporter 
for taking down the story and typing it. 


NFORM your readers first of all that this business 
of having to tell these things in the first person is 
contrary to my sense of modesty, but it’s the quick- 

est and most comprehensive way to get the job done. So 
here’s hoping that the I’s will be overlooked—the Lord 
knows, I’m no egotist. If you are ready, we'll begin now. 

“First of all, I studied and practiced selling as taught 
in books and by lectures. That may be a good way for 
others, but it did not pan out well for me, although it took 
years for me to discover why. But there’s no good reason 
why that discovery should not be mentioned in the begin- 
ning, notwithstanding. Although, mind you, I am not lay- 
ing down a general rule. I speak only for myself, or, at 
best, for myself and such others as see life from my point 
of view. Here’s my belief: 

“The man who makes of selling a mechanical-like proc- 
ess, doing everything by the book, and with the spirit of 
a contestant in a game, advertises in spite of himself that 
he is cocked and primed for a battle with his prospective 
customer 





he gets it, too. We usually do get what we 
look for and expect in this world. Certainly when we be- 





gin an undertaking—especially dealing with others, as in 
selling—with the idea that accomplishment of the job will 
be difficult it invariably is just that; and when we look 
for an easy accomplishing of the task it somehow does con- 
trive to get itself done without occasioning much trouble. 
And no man who loads himself down with all the devices 
of book-taught salesmanship can successfully deny that 
he is looking to meet great opposition—only fools and 
those who, for some reason understood by themselves, ex- 
pect rain, wear a raincoat and carry an umbrella on a 
bright, sunshiny day. 

“There's another and perhaps more serious side to this 
matter; in fact, I don’t know but that it’s the true source 
of all the other evils that follow. What I mean is this: I 
believe that it’s impossible for any man who sells accord- 
ing to some book-taught system to for long escape the 
feeling that selling is a game of matching wits—his against 
the prospect’s. If he lands an order he has ‘put one over 
on the dealer,’ and when he misses a sale the dealer has 
‘put one over on him.’ How could it be otherwise? He 
approaches his prospective customer armed with all kinds 
of cute little tricks which he fondly believes: will enable 
him to cajole, bully or hoodwink him into doing as he 
wishes, overlooking entirely the basic truth that the goods 
which are the basis for the transaction are such as the 
dealer must buy from someone, and that when he sells 
them he is benefited and makes a profit. 

“Nevertheless, when Mr. Put-it-over Salesman does 
come out with an order I’m just as sure as I am that you 
are taking down what I am saying that his gloating 
thoughts are of this sort: ‘I did it!’ ‘He couldn’t say no,’ 
‘I had him hypnotized for fair, ‘I wish now that I had 
made him buy more.’ Look into the mind of the man 


who sells worthless mining stocks and you'll find just such: 


similarly corrupting thoughts. * * * And, then, after 
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he has progressed a bit further along such lines, the sher- 
iff gets him, or his nerves go back on him for good and all. 

“T was a long time figuring those things out to my en- 
tire satisfaction, but finally they came to me. ‘Came to 
me, I say advisedly, because they were from without, 
rather than from within. And the thing which led to my 
making those discoveries and others that I'll tell you 
about was a spell of sickness that laid me up in a small- 
town hotel, more miles from home than I liked to think 
of at the time. 

“It happened at just the time when I was beginning to 
realize that a screw was loose somewhere in my scheme 
of selling, but was unable to locate it. But before I was 
done it was made apparent that it wasn’t merely a screw 
that was interfering with the operation of my machinery 
for effecting sales—the whole contrivance was out of joint 
and ready for the discard. 


Enter—The Bad Oyster 


“A tainted oyster was the true cause of my being laid 
‘up in that inland town, but it was there that I met the 
doctor whose remarks about selling opened my eyes to 
what was wrong about my methods. So, despite the 
ptomaine, I have always had a grateful feeling for that 
poor old Bluepoint. But what with tips to the ‘bellhop,’ 
the prescriptions that the doctor gave me cost eleven dol- 
lars and seventy-five cents to have filled; and on top of 
that was the fee that I paid the doctor for five visits. Be- 
ing sick to begin with, together with the expense and loss 
of time, prompted me to be foolish to the extent of re- 
marking to the doctor that I regretted not having had 
sense enough to go in for medicine or some other way of 
making a living that did not entail the need for selling. 
It was a contemptible thing to say, under any conditions. 
But this doctor was a master of his profession and un- 
doubtedly saved my life, and I want to do myself the 
credit of saying that I was heartily ashamed of my out- 
burst. You understand, I was pretty much of a kid at the 
time. 

“But the doctor had charity enough to overlook my in- 
sinuation. He went further, and heaped coals of fire on 
my head by saying in the kindest way imaginable the 
things that put me in the way of discovering the true 
principles of real selling. ‘Why,’ he said, ‘I have just 
been wondering if you perhaps did not have a very envi- 
able way of getting along in this world. It’s permissible 
and proper for you to seek business; the ethics of my 
profession forbid my doing that, and thereby I must al- 
ways be handicapped. You see, I must wait to be sent 
for or for patients to come to me. And then I, too, must 
sell. First, I must contrive to sell my patients on my 
ability in order to win their confidence; then I must in- 
spire them with belief in their abilty to get well. After 
that, I must inspire them with belief in the efficacy of the 
medicine and treatment I prescribe, and convince them of 
the wisdom of following my instructions implicitly. To 
put myself in the way of doing those things, I worked 
and saved for five years in order to get money enough to- 
gether to put myself through college, where I put in four 
years of hard grinding before securing my diploma and 
the authority to sell my services when opportunity pre- 
sented. Even now I must continue my studies in order to 
keep abreast of the times. 

“That speech took the wind completely out of my sails 


and made me realize how very little real effort I had ever 
made to deserve success, and I confessed as much to him. 
‘You are strong and robust,’ he said, ‘and can do a lot of 
hard work and studying without suffering any harm. [| 
sometimes think that the great majority of salesmen do 
not put in as many minutes studying the fundamentals 
and responsibilities of their selling work as I have devoted 
hours to the study of medicine and days to learning how 
to make use of what I know and to serve worthily as a 
doctor. I have met and treated a great many salesmen 
during the course of my practice here, and I hold a very 
high regard for them as a class. Nevertheless, I will 
stand by what I have said—they seem to prefer to take 
the say-so of others as to how selling should be done, 
rather than to study the thing out for themselves. 

“Well, sir, you could have knocked me over with a 
feather, and when the doctor had gone I sat down by the 
window and commenced to take stock of myself. Just 
about all that he had said fitted me like a glove, not that 
I had not given hours to the reading of books on selling, 
because I had; but I had not questioned what I had read, 
nor had I made serious effort to think things out for my- 
self. I had simply memorized a lot of stuff, some good, 
but most of it questionable, and had been attempting to 
carve out a selling success for myself with such tools of 
thought and method. The actual hard work that I did in 
trying to sell by such processes did not bring the results 
that should have followed—I was like a man who chops 
with a dull axe. So I made up my mind then and there 
that I would go seriously to work to think out the ins 
and outs of selling for myself and develop methods 
founded upon my own understanding of the facts as they 
applied in my work. It was the most fortunate decision 
that I ever made. 

“Now, it’s a queer thing, but it has been my experience 
and that of others to whom I have mentioned the matter, 
that no matter how difficult or even impossible an un- 
dertaking may appear when viewed from any point back 
of actually setting to work on it, the whole aspect of the 
thing changes the moment the first definite action is taken. 
Ways of getting around, over or through obstacles ap- 
pear; every move, every action, puts one in position for 
another move, and so on until the goal is reached; the job 
done. That was just what happened to me when I de- 
cided to master the fundamentals of selling in my own 
way—the means for my first advancement in knowledge 
was even then courting attention outside my window. 


Am [| a Fakir? 


“A patent medicine salesman was playing a banjo and 
singing outside my window. Mounted on the seat of his 
buggy, he was giving a passably good entertainment, which 
he interrupted from time to time while he invited the 
gathering crowd to ‘step up closer.’ They did, too. Then 
he commenced to harangue the crowd. Arms reaching 
heavenward, a bottle of his nostrum in either hand, his 
voice ran the whole gamut of emotional expression! and I 
am sure that those close to him were able to discern tears 
in his eyes. He discoursed about a world bowed down 
with suffering and grief over the loss of those dear ones 
who had departed this coil before their allotted time—for 
need of a drop of the right kind of medicine at the right 
time. Gradually he worked around to his own nostrum, 
which he implied (did you ever notice what happens to 

(Continued on page 68) 
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Pictorial Review of Electrical Developments 




















This electric flivver is used for surfacing ice in 
skating rinks. It is arranged for three speeds 
and will cut through a full inch of hard ice, 
leaving a perfect skating surface. The inventor, 
Peter J. Fisher, is shown driving the machine in 
Healy’s Crystal Ice Rink, in New York. It is 
said that there are only three such machines in 
use at the present time. 











If you were several thousand feet in the air and looked 
down over the Arlington wireless station it would appear 
as shown above. This was an important center of communi- 
cation during the war. 


This is how electric shops look in South America. The 
photo shows a retail store of the General Electric Co., in 
Buenos Aires. 


For lighting cigarettes, or melting metal, this 
searchlight is some little job. It is the invention 
of Elmer A. Sperry, of Brooklyn, and is claimed 
to have a beam candlepower of 1,280,000. It is 
said to be the largest searchlight in the world. Its 
rays are so powerful that they will light cigarettes 
or melt metal at a distance of 12 feet. 
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Above is a type of portable searchligkt used by as 
Uncle Sam during the war. They proved indis- 
pensable for carrying on night operations against 
the enemy. They were built for the Government 


by the Sperry Gyroscope Co., Brooklyn, N. Y. 


Photos @ Underwood & Underwood. 
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Pictorial Review of Electrical Developments 





Here is a machine that has been placed on the market by a Chicago 
firm for stitching mattresses. It is electrically driven, of course, and 
one girl with this machine can do the work of ten sewing by hand. 
This machine automatically travels around the table and rolls top 
and bottom of the mattress in ten minutes. 


Today is the day of radio. Even young- 
sters of tender age have caught the bug 
and the result is that thousands of dollars 
are being spent daily for amateur equip- 
ment. The field is one every jobber’s sales- 
man should investigate. The photo shows 
a portion of the experimental laboratory at 
the Bureau of Standards. 


Below is a photo showing Signal Corps 
men installing a field wireless station at one 
of the army encampments. The trucks are 
fitted as complete service stations for this 
work. 


The latest contribution to science 
is the electric spanker. Perhaps 
there are jobbers’ salesmen with 
sons who can try out this machine 
in their own homes. In any event, 
suggest to your dealers that here 
is a-‘new use for the electric 
vibrator. The inventor of this new 
use says that the “spankee” will 
be tickled to death by the treat- 
ment. 





Photos @ Underwood & Underwood. 

















THE JOBBER’s (A) SALESMAN 17 











Pictorial Review of Electrical Developments 
























American electrical goods on exhibition in South America with Amer- 
ican ideas followed in the arrengement of displays. 


Everyone is his—or her—own chauffeur 
in these electric chairs used at a New York 
park. These conveyances have replaced 
wheel chairs propelled by huskies. There is 
a big field for these on boardwalks at sum- 
mer resorts and in hospitals. 


Talking from Chicago.to New York over 
the wireless phone is an everyday occurrence 
with R. H. G. Matthews, of Chicago, shown 
below. 


This giant electric locomotive pulls the transconti- 
nental flyers over the steepest grades on the Chicago, 
Milwaukee & St. Paul at a speed of 20 miles per hour. 
It is a 275-ton 4200-horsepower engine. 


Even in taking the recent census, electricity played 
an important part. ‘The photo below, taken in the 
census office at Washington, shows an electrically oper- 
ated sorting machine for classifying cards. 





Photos @ Underwood & Underwood. 
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Pictorial Review of Electrical Developments 





Dark days are depressing to some, but 
not to us in the electrical business. The 
illustration shows a section of Randolph 
street, Chicago, at 11 a. m. on February 
6. Every sign, all show window lamps 
and all stores and office illumination was 
on full blast for a period of over two 
hours. The load curve of the Common- 
wealth E@ison Co. took a decided jump. 
Inasmuch as the weather was mild, thus 
cutting. down on the energy for heating 
street cars, the record was not reached, 
Many dark days such as this should boost 
lamp sales considerably. 


Hand shovellers were put to shame 
when this electric shovel came to the 
fore and took a hand at removing the 
snow from Federal street, Boston, dur- 
ing the recent blizzard. Pile after pile 
of snow and ice were gathered up and 
carried off on cars in a jiffy. Thus 
Boston has developed a new use for the 
electric shovel. New York papers please 
copy. 


No, this photo was not taken at 
night. Not to be outdone by Chi- 
cago, New York also had its dark 
day and the “Great White Way” 
started its greatness at just about 
11:30 a. m. It was a novel expe- 
rience for New Yorkers to see all 
lights on and it is reported that 
several jobber’s salesmen, thinking 
it was night, knocked off work for 
the day and stood in line for 
standing room at the theatres. 


Photos © Underwood & Underwood. 
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Thought Stimulators ¢ « By DAVID GIBSON 


new tasks. 

A young woman in this office was just saying to 
another young woman that she had purchased a rather 
elaborate shirt waist, and that at first it was a good deal 
of trouble to iron it, but since she had ironed it four or 
five times, she didn’t mind it. 

We forego doing many of the things we have the ability 
to do, because we dread the task; but after we have per- 
formed it once we are ready to undertake it again—it 
ceases to be a task—our ability now exceeds the task. 


if is always difficult to muster courage to undertake 


Some months ago I resolved to walk half way home 
every night. I was tired out for the first few nights, but 
today it no longer tires me. On the other hand it re- 
freshes—rests me. I can now easily walk all the way 
home without fatigue. 

All along I have had the ability to walk half way home 
—all the way home. But I did not do it because I 
dreaded the task, I had not brought my ability up to the 
task. 


The same is true of a business opportunity or problem. 

We dread to approach a business problem; we fail to 
take advantage of a business opportunity—we have the 
ability, but we dread the task. After it has been ap- 
proached and accomplished it can be done again—even a 
greater task—without dread or fatigue, or even any par- 
ticular consideration. Our ability has been brought up to 
the task. 

This seems to be the reason so many of us need a boss 
to furnish a spur to our ability. 

The best job of bossing is in bossing ourselves—forcing 
ourselves to use the reserve, the latent ability which we 
possess but which we seldom use. A 


HE public and a good many business men for that 

matter, do not understand that wealth is not made 
by large individual profits but rather the aggregate of 
small profits. 

Wealth is in many profits—not in big single profits. 

Wealth is in the number of profits; the size of the indi- 
vidual profit does not govern the general result. 

As good merchants express it: It’s all in the “turn- 
over.” 

This “turnover” is the number of times per year that a 
stock of goods is sold. 

For example, if a merchant has $25,000 invested in a 
stock of goods and sells this stock four times a year— 
that is, replaces it four times—why, he has a four-time 
“turnover”; he is doing a $10,000 volume of business on a 
$5000 annually on a four-time “turnover.” 

If a merchant makes five per cent profit on each single 
item of sale—that is, after all expenses of every kind and 
nature have been paid—why, he is making 20 per cent on 
his investment of $25,000, or an aggregate profit of 
$5,000 annually on a four-time “turnover.” 

- If the merchant makes eight per cent on each sale and 
only turns his stock twice a year, he is making only $4000 
a year. 


He would have to make 10 per cent profit on each sale 
in order to make $5000 on a twice “turnover” of a 
$25,000 stock. 

Another element in the self-interest of the merchant in 
selling at a small individual profit is its effect on the 
price; for a lower profit means a lower price, a larger 
market, more people as buyers, and a larger volume—a 
larger number of profits. 

Still another argument in selling at a small individual 
profit is in the fact that up to a certain point of business 
volume the overhead of every business is fixed. 

That is, say, in the case of a store; the overhead ex- 
pense in the way of rent, heat, light, insurance, clerk hire 
and so on, is fixed so long as the store is open for busi- 
ness. For instance a store with an overhead for doing a 
$10,000 annuual volume of business can do a $125,000 
business at the same overhead, or, in any event, at a very 
much lower percentage of overhead. 

In other words, after the overhead has been paid the 
gross profit becomes net profit. 

A low profit on a low price is a factor in increasing the 


‘ business volume beyond the fixed overhead and to the 


point where the gross profit becomes net. 

This last is the explanation of the common saying 
among many manufacturers and merchants: ‘“The profit 
is in the last 15 per cent of volume.” 


The following instance may finally serve as a demon- 
stration of the fact that there is more wealth in the aggre- 
gate small profit than in the individually large profit: 

A man in the hotel where this is being written, just 
gave the girl at the telegraph stand a ten-cent tip for 
sending a 51 cent message. 

This girl got more profit out of this message than the 
company. 

But— 

She won’t get as much as the company at the end of 
the day, week or year; for she will not send as many 
messages. 

It is all on the law of percentage. 

Any business man can forget all the arithmetic he ever 
knew, but if he will remember the law of percentage he 
will make money. 


* * * 


HE basis of good salesmanship is very simple—so 
simple that its fundamental principles are often 
overlooked. 

There is an old boss carpenter that has been doing job 
work around my house off and on for several years. 

I have sometimes had definite ideas about the way I 
wanted a job done, but almost invariably this old fellow 
has convinced me that he had a better and cheaper way 
of doing the job—and usually it turns out as he pre- 
dicted. 

This carpenter is not an educated man in any school 
sense, he doesn’t use good grammar and his expressions 
are generally crude, but he always convinces me that he 
is*tight, when he sets out to do so. | 

He has an honest heart, a straight-thinking head,:h¢ 
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always has in mind my interests, and reasons and talks 
from my point of view. 


This man has all he can do every season of the year, 
and I am told he has gained a competency. 

He has never thought of himself as a salesman, nor 
have any of his patrons, but he is, nevertheless, a very 
good salesman. 

He has the spirit which prompts him to honest per- 
formance and fair dealing. 

And this same principle can be carried into any business 
of any proportions. 

Honest goods and an honest business policy are both 
in the interest of the customer, and the salesman who has 
learned this truth will have no trouble in presenting his 
proposition. 

They will feel it and make others feel it, naturally, just 
as in the case of the old boss carpenter. 

Good salesmanship is further back than the mere pre- 
sentation. It is in the spirit that prompts honest per- 
formance which is the spirit that carries conviction and 
the confidence of the buyer. 


T is impossible to browbeat a man into a patriotic, 

religious, or any other state of mind. 

He may, for a moment, apparently accept the brow- 
beater’s point of view, but he’s only waiting until he gets 
out of reach to resume his own. 

A man must be shown why he should be patriotic, 
religious, or whatever you want him to be. 

A man wants to know what advantage accrues to him if 
he buys an automobile or a button hook. 

He has a right to know. The money he’s going to 
spend is his. He can spend it in any way that is most 
pleasing to him. 

It’s up to a salesman to make his prospect actually 
want his product for selfish reasons. 

Even in our public schools; the teacher who tells her 
pupils the reason for learning a particular thing is gen- 
erally the most successful. 

There are still a lot of young fellows—and some old 
ones—in every business who do not exert themselves to 
the full extent of their ability and for the reason that they 
are working for somebody else. 

They have in mind that the someone else is getting the 
full benefit of their employment. 

It is in a spirit of giving low service for low pay. 

This is wrong; for as somebody said: “People who do 
not do any more than they are paid for do not get paid 
for any more than they do.” 

Every man must first establish a reputation for ability 
and capacity with his own boss. 

This reputation is soon extended to other bosses by 
various means, particularly through his fellow workers. 

A man with ability and capacity at once establishes a 
competition for his services and by a natural law his price 
goes up. 

For instance, take the superintendent of a big printing 
plant in one of these big cities. He knows the ability and 
capacity of nearly every printer in town. He makes it 
his business to know. 

The printing trade, like all other trades, is becoming 
divided up into specialties and whenever a particular man 
evidences skill and capacity the fact is known to rival 


employers and that man’s market price goes above union 
scale. 

In a certain printing plant is this sign: 

“We cannot afford to turn out poor work at any price.” 

This is just as true of the individual workman as it is 
of an individual plant or corporation. 

The reason this plant cannot afford to turn out poor 
work is that it would injure its reputation for good work, 
and no individual workman can turn out poor work for 
exactly the same reason. 

Every young man who begins work should take the 
same pride in any task set before him as he does in his 
personal appearance the first time he calls on a girl to 
whom he is attracted. 

Take barbers in the downtown shops of a big city. 
Their compensation is based on percentage and the man 
who is in demand at the highest percentage is the one who 
is able to draw the largest personal following to the shop 
that employs him. 

Naturally, the personal following is by reason of good 
workmanship. 

The boss barber of every big shop makes it his business 
to know the reputation of every barber in every rival 
shop. 

Or, take the sales people in the better grade stores of 
a city. 

Each clerk is valued by his personal following and 
this he has worked up by ability and effort in salesman- 
ship. : 

The personal following, the sales record of a salesman 
or a saleswoman becomes known to rival stores and the 
market price of the individual is entirely a matter of 
results in establishing that reputation: 

Efficiency should be the religion of every one, and it is 
simply doing well the task immediately before us. 

The whole scheme of things both in nature and man 
creations is efficiency, and its reward is certain. 

The other night a young actor was seated at a table in 
a restaurant after a performance. One of his friends 
said to him: “Why did you work so hard tonight? The 
audience was very small.” 

“Oh,” replied the young actor, “Dave Belasco might 
have been in that small audience!” 

Here is the spirit of the religion of efficiency—a young 
man who took no chance with indifference, but did his 
work just as if the eyes of the one whose approval he 
sought the most were upon him. 


* * * 


Enthusiasm comes with achievement. 
A piker these days is a man who lives within his income. 


Tie to a man that a child or dog likes—they know in- 
stinctively. : : : : : : : ‘ : 


Most of us are possessed of more ability than we use. 
True service is thinking in terms of the other fellow. 
Too much satisfaction is the starting point of decay. 


Some people’s idea of a square deal is for them to do the 
dealing. . + ° . . . . 








THE »OBBER’s fA) SALESMAN 
= 





Men You Should Know 


J. C. SCHMIDTBAUER, Vice-Pres., Julius Andrae & Sons Co. 


N March 18, 1873, just 47 years ago the day this 
is written, there was heard a lusty yell on the old 


Schmidtbauer farm in Fond du Lac County, Wis. 
It was J. C. Schmidtbauer, vice- 
president and sales manager of 
the Julius Andrae & Sons Co., 
Milwaukee, Wis., announcing 
his entrée into this great uni- 
verse of ours and the state in 
which he was afterwards to be- 
come so prominent. He made 
a great start because from that 
day until this he has been 
making himself heard in the 
electrical industry from coast 
to coast, particularly the job- 
bing field. 


“J. C.,” as his associates 
know him, grew up on the farm 
much as the boys in Briggs’ 
cartoons, “The Days of Real 
Sport.” There were Skinnay, 
Buck, ’n’ everybody, the old 
swimming hole and everything 
that is included in the life of a 
farmer’s boy, but, judging from 
Mr. Schmidtbauer’s present re- 
doubtable proportions, he was 
hardly the Skinnay of those 
days. 

Though copiously built, he gets about his offices, among 
his trade and between conventions with the agility of a 
young man in his twenties. To watch him at his work is 
to see a human dynamo in operation, as tireless and in- 
exhaustible as the machines he sells to his trade. Always 
on the alert, turning from one employe to the other, he 
takes care of half a dozen things at a time. There is a 
smile for those who encourage, but woe to those who bring 
out the combative nature of this lusty product of the farm. 

Until nine years of age Mr. Schmidtbauer lived on the 
Fond du Lac farm, but at this age his parents moved to 
Eau Claire, in the same state, where they tarried for two 
more years, at both of which places John attended school 
in the primary grades. When the family moved to Mil- 
waukee in the eleventh year of his existence, his education 
abruptly ceased after attending the Milwaukee schools for 
one day. 

At this juncture the future jobber began his career as 
a grocer’s apprentice, and between this and varied other 
jobs he spent the next eight years of his life. 

As he advanced in his teens he developed a great capac- 
ity for bicycle racing, participating in all the road races 
that were held in his section of the country. It wasn’t 
long before he had so surpassed those in the amateur 
ranks that he entered into the portals of the professional. 
Evidently he proved as competent a bicycle racer as he 
has an executive. for his laurels included everything from 





J. C. ScHMIDTBAUER. 


a pair of shoes to a diamond scarf pin, with a smattering 
of loose change, after joining the professional ranks. 
Judging from our former athlete’s “get up and go,” his 

legs still retain some of the old 

“push.” 

In 1892, at the age of 19, 
Mr. Schmidtbauer took up his 
duties in the old Andrae store 
at 225 West Water street as of- 
fice boy, shipping clerk, receiv- 
ing clerk, and a large variety 
of other jobs now taken care of 
by corps of men in numerous 
departments. He'd come down 
in the morning, sweep out the 
store, receive any goods coming 
in, put them in stock, sell them 
over the counter and reship 
them out again at night. In 
short, he was the “works.” 

Deviating from the subject, 
it may interest electrical sales- 
men to know the conditions in 
the earlier days of the Julius 
Andrae company and as they 

"were shortly before Mr. 

Schmidtbauer’s coming with the 

firm. 

The company first came into 
the electrical business in 1878, 

when the first electrical installation in Milwaukee was 
made at Julius Andrae’s place of business, connecting the 
front door with the family dining room in the basement. 
This was soon followed by a push button in the Academy 
of Music connected to a bell in a saloon two doors away. 
It was used to call those who had developed a “between 
the acts thirst,” giving warning in time to see the curtain 
rise. The installation cost $18. The first important An- 
drae contract consisted of a four-number annunciator and 
four push buttons installed in 1881 for a man named 
Lou Henry, who paid $40 for the job. 

At the time the electrical business was started by the 
firm its stock consisted of one spool of annunciator wire, 
six bells and batteries and a few wood push buttons. Rub- 
ber-covered wire sold for 214 to 2% cents a foot, and 
when a stock was purchased it was kept in the safe over 
night. 

The only batteries then used were of the Le Clanché, 
or porous cup type, 12 inches high, six inches square and 
costing $1 each. The zines were 1% inch in diameter and 
the battery lasted several years without refilling. 

The entire Andrae stock was carried in a show case 
four feet long, with two panes of glass in top supported 
by a wooden crosspiece. 

Such were the conditions in the days just previous to 
Mr. Schmidtbauer’s entrance into the electrical field, and 


(Continued on page 76) 
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The Jobber’s Salesman 


now the Jobber’s 


ONSIDER 


Salesman, 
That gay and festive blade, 


C; 


Who goeth up and down the land 
In sportive garb arrayed, 
And playeth havoc with the hearts 
Of many country belles ; 
And, like the Prince he is, he stops 
At all the best hotels. 


Now mark him as he sits him down 
Inside the hotel door, 
And he lights up that good cigar 
Which costs some jobber ten cents 
or more. 


And with his comrades gathered ’round 
He swapeth sundry lies, 

Or at the village maiden fair, 
He makes those,“goo-goo” eyes. 


And presently to the bar 
He with others doth repair, 
(This was before July first) 
And many highballs will he take 
To drive away dull care. 


Ah! would we all were jobber’s sales- 
men !— 
Yeh! wait a bit— 
For e’re the early dawn hath come, 
From bed ariseth he, 
And he dresseth in a chilly room 
To catch the five-naught-three. 


And he rides down to Green’s cross- 
roads, 
Perhaps an hour entwain, 
And there before some tavern stove 
We warmeth up his legs, 
And presently he sits him down 
To hash or ham and egqs. 


And when to work he goeth forth, 
He finds to his amaze 
His only customer has beat it to the 
city— 
To be gone several days. 


He rusheth back into the Inn 

To make a quick get-away. 
Some rube of a landlord calmly says, 
Well, I 
reckon as haow you’re left, all 
right; 


“Was you going east? 


There ain’t another train that way 
Uniil nine-eighteen tonight.” 


By H. H. CUDMORE 

















| And pleasant words like these he 


| Now envy not the jobber’s salesman, 
No matter how he plans his days, 
| And when to you it seems his job 


Remember that same peddler 





He sees his folks an hour or so, 
Then drops down to the store. 







hears, 
“What! Jimmy home so soon? 
Well, get your samples and dope sheet 
up in shape 










And start tomorrow noon.” 












Although his lot seems gay; 









Some work will come his way. 








Is one of joy alone, 


Has a bunch of troubles all his own. 















H. H. Cupmore. 


At length the weary day has dragged 
Its leaden round; 

Again the jobber’s salesman 
Is at the station found, 

And to him comes the ticket man 
and cheerfully doth state, 

“Just make yourself to hum, stranger; 

Your train’s three hours late.” 


And on the morrow, again at work he 
starts; 
He receives a letter from some job- 
ber, 
Which warmeth up his heart. 
“We note that your expense account 
Is running far too high; 
Your Swindle Sheet must be cut down 
at once, 
Or we must know the reason why.” 


And if his overcoat’s at home, 
The mercury doth drop; 

But if he’s clad in winter clothes, 
It hovers near the top. 

And all the nicest days come 
When he’s traveling on the train, 


But if he has to drive ten miles in a. 


flivver, 
It either snows or rains. 


At length the weary trip is done, 
And he’s at home once more; 







Courtesy 


“If I possessed a shop or store, 
1’d drive the grouches off my floor, 
I’d never let some gloomy guy 
Offend the folks who came to buy; 
I’d never keep a boy or clerk 

With mental toothache at his work, 
Nor let a man who draws my pay 
Drive customers of mine away.” 







“T’d treat the man who takes my time 
And spends a nickel or a dime 

With courtesy and make him feel 
That I was pleased to close the deal, 
Because tomorrow, who can tell? 

He may want stuff I have to sell, 

And in that case then glad he’ll be 

To spend his dollars all with me.” 


“The reason people pass one door 
To patronize another store, 

Is not because the busier place 

Has better silks or gloves or lace, 
Or cheaper prices, but it lies 

In pleasant words and smiling eyes; 
The only difference, I believe, 

Is in the treatment folks receive.” 


“It is good business to be fair, 

To keep a bright and cheerful air 
About the place and not to show 
Your customers how much you know; 
Whatever any patron did 

I'd try to keep my temper hid, 

And never let him spread along 

The word that I had done him wrong.” 
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Westinghouse Appliances and 
Ranges Are Sold by These 
Agent Jobbers and Their 


Salesmen : 


Atlanta, Ga., Gilham Scheon Electric Co. 
Birmingham, The Moore-Handley Hardware Co. 
Bluefield, W. Va., Superior Supply Co. 
Buffalo, McCarthy Brothers and Ford. 

Butte, Mont., The Montana Electric Co. 
Chicago, Illinois Electric Co. 

Cincinnati, The Johnson Electric Supply Co. 
Denver, Mine and Smelter Supply Co. 

Detroit, Commercial Electric Supply Co. 

El Paso, Tex., Mine & Smelter Supply Co 
Evansville, The Varney Electric Supply Co. 
Houston, Tex., Tell-Electric Co. 

Indianapolis, The Varney Electric Supply Co. 
Kansas City, Satterlee Electric Co. 

Los Angeles, Illinois Electric Co. 

Louisville, Tafel Electric Co. 

Memphis, Riechman-Crosby Co. 

Milwaukee, Julius Andrae & Sons Co. 

New Haven, Hessel & Hoppen Co. 
New Orleans, Electric Supply Co. 
New York, Northwestern Electric 
Oklahoma City, United Electric Co. 
Omaha, The McGraw Co. 
Philadelphia, H. C. Roberts Electric Supply Co. 
Pittsburgh, Robbins Electric Co. 

Portland, Ore., Forbes Supply Co. 

Richmond, Va., Tower-Binford Elec. & Mfg. Co. 
Rochester, N. Y., Rochester Electric Supply Co. 
Salt Lake City, Intermountain Electric Co. 

St. Joseph, Mo., Columbian Electrical Co. 

St. Louis, Central Telephone & Electric Co. 
St. Paul, St. Paul Electric Co. 

San Francisco, Electric Ry. & Mfrs. Supply Co. 
Scranton, Pennsylvania Electrical Eng. Co. 
Seattle, Forbes Supply Co. 

Sioux City, The McGraw Co. 

Spokane, The Washington Electric Supply Co. 
Syracuse, H. C. Roberts Electric Supply Co. 
Tulsa, Okla., United Electric Co. 
Washington, D. C., Carroll Electric Co. 
Wichita, Kan., United Electric Co. 
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The Westinghouse Electric Products Co. 
Mansfield, O. 


The Factory of Goodwill | 
Appliances | 


This Spring will see the completion of a new 
factory unit at the Mansfield, Ohio, works 
that will double our production capacity. 


Many Agent-Jobbers or their Representa- 
tives have visited the Works and to each 
Jobber’s Salesman in America we extend a 
cordial welcome. 


You will find a good fellowship and fac- 
tory spirit that means much in maintaining 
our standard of quality. You will leave 
with the firm conviction that the Works 
Organization has caught the vision of 


Service and Goodwill. Come. 












Westinghouse Electric & Manufacturing Co. 
East Pittsburgh, Pa, 
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Little stories of 
unusual sales ~as 
told by salesmen. 


Maybe He Was Hypnotized 


OME time ago I called at a cer- 

tain hotel in an endeavor to sign 
them up on my lamp contract. Ike 
and Jake were the proprietors. I 
knew, from having called on them 
several times before that Ike was the 
easier of the two to approach, and 
aside from this, Jake wasn’t as favor- 
ably inclined towards my house as Ike. 
This particular day I was lucky 
enough to find Ike in and Jake out. 

I spent fully an hour trying to con- 
vince Ike that we were in business for 
profit and had nothing to give away 
and that he could not do better else- 
where. Just about the time I thought 
I had him, who should dash in the 
office but Jake. When Jake learned 
what was in the wind he began rais- 
ing a big noise with Ike, telling him 
not to sign as we wouldn’t treat them 
right or give them any service. While 
Ike and Jake were yelling back and 
forth, with Ike sitting across from me 
and Jake in the other end of the room, 
I took out my contract blank and 
filled it in. 

Without any more undue ceremony 
I shoved the contract over to Ike and 
my fountain pen in front of his face, 
saying, “Sign here.” Ike paid no at- 


He Frnatry SIGNED. 


tention. I said the same thing twice 
again with no results, but the second 
time pushed the pen between his fing- 
ers. Fully six times I repeated the 
command, ignoring Jake’s commotion. 


I do not know to this day how I did 
it, or why Ike did it, but finally he 
signed his name on the dotted line. 
Maybe it was due to sub-conscious 
mind, or some other such phenomena, 
that spiritual scientists refer to, but 
whatever it was the result was a juicy 
contract. 
George E. Perlewitz. 


* * * 


Helped by an Accident 


HAD for some time beep trying 
to induce the powers that be in 
a certain factory to improve their 








Aw Emptoyet Lost a FInGer. 


lighting equipment by installing some 
of the new R. L. M. type reflectors, 
but with poor results. They could not 
see what could be gained by the ex- 
pense, though I put every argument 
possible up to them. 

On one of my visits to the town, how- 
ever, I noticed a small piece in the lo- 
cal clarion announcing that an em- 
ploye in this plant had lost a finger in 
a punch-press. That afternoon I 
called on these people and told them 
that this occurrence proved conclusive- 
ly that their lighting equipment was 
poor and inadequate. It took but 
about fifteen or twenty minutes to con- 














vince them this time, and I “handed 
the order.” Yours truly, 
H. D. Fletcher. 


* * * 


When Veterans Meet 


HERE is a certain progressive 
dealer in Wisconsin whom I had 
been trying to induce to handle my 
washing machine. It seemed impossi- 
ble. He had some petty grievance 
against it which he harped on contin- 
ually and, besides, was well satisfied 
with the one he was handling. 

One day, though, while standing next 
to his desk, I chanced to see a publi- 
cation lying on his desk which had 
been published at the training station 
at which I for a time was located dur- 
ing the war. I asked him if he had 
been stationed there, and he replied he 
was an electrician in the power plant. 
I remarked I had been stationed not 
more than a quarter of a mile from 
him for some months. 

From then on he became very friend- 
ly, and before I left town that day he 
had given me his order for a trial ma- 
chine. He now handles my machine 
exclusively and says he is sorry he 
hadn’t listened to me in the first 
place, as it is selling much faster than 
the other. 


Wuen VeTerRANS MEET. 


I believe the idea of Tue Josser’s 
SALESMAN is very good, and if the 
above is what you want assure you I'll 
be glad to co-operate further. 
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HIGH TENSION EQUIPMENT 


JOBBERS’ SALESMEN anp FARMERS 


HE farmer of today is a provides means for lighting and this class of customer has been 


business man. at a cost that is almost prohibi- high, but the main difficulty has 

He is just as vitally interested tive. What the farmer really been the lack of a workable plan 

in efficiency methods as the man- wants is 110-volt, 24-hour serv- for interesting the farmers. Such 
ufacturer. And don’t overlook ice from the central station. a plan is now available. 

the farmer's wile, She too The Delta-Star Electric 


is progressive, and the 
need for lightening the 
burdens of housekeeping 
is far more important to 
her than her city cousins. 


Company, of Chicago, has 
developed a_ Unit-Type 
Farm Line installation 
that will solve the prob- 
lem of farmer lines for the 
utility. And with it has 
been developed a plan 
whereby the farmers by 
subscribing to certificates, 
.will pay for the entire 
cost of the line so that all 
the utility need do is to 
furnish service at fair 
rates. And the cost to the 
farmer is less than the iso- 
lated farm-lighting set. 





And so farmers—and 
their wives—are looking 
to electricity. They are 
keenly alive to the conven- 
iences of electric light- 
ing in the home and out 
buildings. They know 
and want the labor-sav- 
ing washing machines, 
vacuum cleaners, irons, 
etc., that their urban 
neighbors now depend 
upon to lighten their 
work. And Mr. Farmer 
knows the many long 
hours of hard labor that 
can be saved by electric 
motors. 


This equipment and 
plan is fully described in 
Bulletin No. 35 which 
every jobber’s salesman 
should read, It shows you 
how you can work up in- 
terest on the part of the 
central station to develop 
this very profitable busi- 
ness. We will gladly send 
you a copy and give you 
full particulars regarding 
our extensive advertising 
campaign among farmers. 

















How does this effect 
you? 


It simply means that 
there are thousands upon 
thousands of dollars ready 
to be spent by farmers 
for electric service and 
electrical appliances if we 
in the industry show the 
way. 


Next month in this 
space we will tell you 
more of this certificate 
plan and the interest that 
farmers are taking in it. 











; A Unit-Type Farm Equipment In the meantime, be sure 

The small isolated farm-light- Central stations have paid but and write for a copy of Bulletin 

ing plant is doing excellent pio- little attention in the past to farm- No. 35 which contains a fund of 
neer work. But at best it only er business. The cost of serving useful information. 


Delta-Star Electric Company 


New York, N. Y., 100 Broadway 2433-53 Fulton s., Chicago, Illinois Toronto, Ont., 67 Yonge St. 

Boston, Mass., 76 Pearl St. Seattle, Wash., Hoge Building 
Rochester, N. Y., E. & B. Building Buffalo, N. Y., 601 Ellicott Square Philadelphia, Pa.,902 Real Estate Trust 
Syracuse, N. Y., City Bank Bldg. St. Louis, Mo., Railway Exchange Denver, Colo., 1633 Tremont St. 

Salt Lake, Utah, Walker Bank Bldg. Indianapolis, Ind., 518 Traction Terminal Bldg. Pittsburgh, Pa., Union Arcade 
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UNIT- TYPE INTERCHANGEABLE PARTS _ 
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Real Service 


HILE with an Omaha jobber 
I sold a small Nebraska munic- 
ipality 14 large new-style street light- 
ing posts for their “business” district. 
One day a salesman representing the 
manufacturer of these posts dropped 
in to tell me that while paying a visit 
to this town he had learned that the 
posts had been shipped with the 
wrong kind of lamp sockets. Mr. 
White, bank president, mayor, owner 
of the light plant and official in many 
other capacities, displayed desires of 
having the error adjusted at once. 
Rather than leave the affair in the 
hands of the adjustment department, 
I gathered together 14 of the correct 
sockets, put them in a bag and caught 
the 1 P. M. train to A . After 
an hour’s ride and a chase all over the 
town and adjacent country for the 
town electrician, I finally was on the 
job. We found a stepladder, and one 
after another I climbed those posts 
and placed in the correct socket. 


The sun was quite low in the west 
by the time I had finished, but I did 
manage to see N. W. White before he 
left the bank. After telling him what 
I had done, he was so pleased that be- 
fore I left he had signed a fan con- 
tract and given. me his initial order, 
together with other. miscellaneous sup- 
plies to be used in connection with the 
new lighting system. 


I reaghed my desk again that night 
at 8 o'clock to find it littered with 
correspondence, but as time went on 
we learned how much more profitable 
it had been to incur Mr. White’s good 
will through my trip than his displeas- 
ure in a lengthy wrangle in the mails. 

Donald M. Smith. 


POUT U LULA U Ue 


They Saw the Need 


ECENTLY, when making the 
rounds on my territory, I called 
as usual on a small packing house to 
whom I had been trying to sell the 
safety-switch idea, with little avail. 
The purchasing agent said that they 
were not necessary, as there had not 
been an accident from the open-knife 
switches in all the years they had 
been using electricity. 
On this particular trip, however, I 
chanced to learn that a few days be- 
fore a man, while closing a switch in 


< 


“\ 
_ 


' 


I Recervep A Larce Orper ror SwitcHes. 


the tallow room of the by-products 
plant, had slipped in the mess on the 
floor and in grasping for a hold un- 
consciously ‘clutched the blades‘ of the 
switch, injuring him severely. 

The accident cost the company a 
large sum of money, and the purchas- 
ing agent and _ electrician were 
“panned” for not having installed 
safety switches. Fortunately, too, the 
safety switch company my firm repre- 
sented were in the middle of a big ad- 
vertising campaign. 

I called at once to capitalize on the 


situation. It worked. I received a 
large order for switches and fuses, 
with an order thrown in for reflectors 
to better illuminate the tallow room. 
D. F. McIntosh. 


* * * 


Timeliness in Selling 
oR cagmebnsesin is often spoken of 


as an important factor in sales 
success, but mighty few salesmen 
think of its effect on the today’s or- 
ders. Here is an example: 

A few weeks ago Mike Bowen land- 
ed in a little Ohio town, and by good 
luck was assigned his regular room— 
and at the snug, homey hotel for which 
the place is famous. Mike had had a 
hard week, sleeping mostly on cots in 
hallways, because all the hotels were 
crowded, and he looked forward with 
a good deal of relish to a hot bath that 
night. From which you will gather 
that his language was intemperate 
when he found that there was no warm 
water. 

Now, most fellows would have taken 
it out in cussing the house, the man- 
agement and the natural gas shortage, 
which was the real cause of the trou- 
ble. Mike cussed—we can’t deny that 
—but also before he turned in he spent 
an hour with his “dope” book. As re- 
sult, his canvass the next day started 
with talk about the gas shortage and 
ended with orders for electric cooking 
units. These range sales, added to 
the inevitable pick-ups and regular 
business, made it a big day for Mike. 

That’s what is meant by timeliness 
in selling; it consists in keeping your 
eyes open to the sales opportunity that 
exists in a particular place on a par- 
ticular day. 

H. E, Conklin. 


UYU ALT 


And— 


Tell Us How You Landed The Order 


Write a letter telling how you secured an order in the face of difficulties; or how 
you overcame some obstacle that other salesmen may be confronted with. An in- 
cident that may seer simple to you may help the other fellow land. 

If you want the suggestions of your fellow salesmen you must do your part by 
giving them the benefit of your experiences. 


We Will Pay $5.00 For Every Letter Published 
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National Advertising Makes The = 
C-H 70-50 Switch a Good Seller 











The regularity and scope of the educative na- 
tional advertising has changed the feed-through 
switch from an unknown article to one a 4 
that the whole public knows. 


Bessette 














This switch is an addition to the 
things the jobbers’ salesman has to sell, 
—not a substitute or product paralleling 
a similar device. 


Carry a “70-50” in your vest 
pocket—it makes an easy ar- 
ticle to show and helps getting 
orders, on other goods your 
house handles. 


MADE BY 


THE CUTLER-HAMMER MFG.CO. 


MILWAUKEE and NEW YORK 
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S6—DUBLICITY is the stuff that 
sells goods. Advertisers book 
the business. Put me on their pay- 
roll and I’ll prosper,” offered Brown 
of Erie. 
Marcus interjected, “You fellows 
don’t know who you're working for” 
—Marcus had been married a week. 


That reminds me. Guess we don’t. 
You'd be surprised to know how many 
of us are working our heads off for 
the slickest little live wire under the 
sun. And thereby hangs a tale. 


Spadag ran a restaurant. Josie was 
his waitress. . Spadag prospered. 
Spadag’s specialty was rich Lemon 
Pie. Carrington was as rich as 
blasted sin. But he happened to fall 
into Spadag’s one day and there he 
learned the subtilties of Spadag’s 
Lemon Pie. Later he observed that 
Josie was a variety of perfections. 
As his hopes rose his courage fell. 
Then he noticed to his amazement 
that he got bigger pie than anyone 
else in the joint. He straightened— 
“She loves me. I see it. I know by 
the sign of the pie.” 


One day Josie hovered over him 
in a semi-wifely fashion. He gave 
Josie occasion to warble, “Oh Jimmy 
this is so sudden.” After eight weeks 
had passed them through a season at 
Palm Beach, they sat again in Spa- 
dag’s. “But, how did you know?” 
asked Josie. 


“Why I knew by the sign of the 
Pie.” 

“But, where did you sit”? smiled 
Josie. 

“Always by the window—liked to 
watch the crowds surge by.” 

“Well Spadag had a custom. He’d 
get us girls together. He ordered us 
to give bigger and better pie to those 
who sat by the window. Sort of an 
advertisement to the crowd outside, 
you know.” 

“Well I'll be . 

“Sh, Sh,” warned Josie. 

“My point exactly,” quoth Brown, 
“Power of Publicity”. 


But back of it all, back of the man 
and the woman is planning, plotting 
Cupid and his instruments are abroad, 
fighting for fortune and fame. Yes 
even unto Spadag, and never dream- 
ing a moment they are pawns in the 
service of Love. 

The three arose, stretched, 
down, lit cigarettes and _ planned 
straight way a campaign in curling 
irons. 


VERY knock is a boost,” said 

the cub salesman, smugly. ‘The 
guys who lead the anvil chorus don’t 
worry me.” 

The Boss looked over the tops of 
his spectacles and gave the Cub about 
as thorough an appraisal as a scientist 
would give a new species of worm. 
The Boss had only seen the Cub a 
couple of times before this interview. 
He was inclined to believe that Sar- 
gent, the salesmanager, had picked a 
lemon. 

“That phrase—every knock is a 
boost—was invented by a fool and is 
used mostly by crooks,” he remarked. 


“There is a difference,’ continued 
the Boss, “between a knock and a 
criticism. A knock is a deliberate at- 
tempt to injure a man by telling an 
untruthful or irrelevant story about 
him. Criticism is a protest against 
wrong. Sensible men learn to dis- 
tinguish between malicious knocking 
and earnest criticism. Very young 
men, fools, crooks and folks who 
haven't the courage to look honest crit- 
icism in the face are the people who 
say that ‘every knock is a boost.’ The 
world needs criticism—and so does 
every individual. 


“Now, nobody has been knocking 
you, but several people have criticised 
If you want to stay with us, I 
suggest that you take remarks of mine 
as a criticism, for when I knock a man 
I knock him loose from the pay-roll; 


you. 


I don’t boost his. salary. Next case!” 


sat. 














P in the smoker the conversa- 

tion swung from little men to 

big—and then to little big men. Final- 
ly Jebs was reached. 

“Funny how easy it is to gain an 
interview with Jebs. You get a hear- 
ing right off the bat’, said the young 
salesman. 

“Yes, there’s a little reminder way 
back in his experience that Billy Bell 
pasted there a few years back, and 
Jebs has never quite forgotten,” ex- 
plained Simpson. 

“Jebs is a big buyer. Once he was 
a mean buyer—a contemptible buyer,” 
began Simpson. “Why, that fellow 
would keep you in the outer office 
studying the condition of your new 
trousers, till you could tell to the 
moment, when you might expect to 
buy them back in the form of a pink 
sporting extra. This put you in a 
bad frame of mind. You were not in 
condition to sell him goods when you 
gained a hearing. I’ve been on this 
route a good many years, so I know 
him of old. He put more crimps in 
the tail of Happiness than the Eigh- 
teenth Amendment and John Barley- 
corn combined—until he was cured.” 


“Cured?” inquired the young sales- 
man. 

“Yes, cured. This is where Billy 
Bell, of Bell & Company, enters, 
dopes his patient, and administers the 
miraculous panacea. 

‘Jebs was in the market for mate- 
rials. His needs were urgent. The 
contract loomed big. Billy Bell 
thought he would handle the thing 
himself, since Spang was off. He 
wanted to become better acquainted 
with his customers anyway—Billy 
Bell was human, and a gentleman. 

“Billy was rushed but he made the 
trip, hoping to get back to Cleveland 
next day. But he reckoned without 
Jebs. So Billy sent in his card and 
waited around a couple of days. But 
Jebs was too busy—just then. (He 
realized that the magnitude of his or- 
der would hold a salesman a month.) 
Billy waited some more. Jebs was 
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The “JIFFY” Tap 


An inexpensive device for securing double electric 


service from either a socket or receptacle. 


interchangeable. 
and Circular T. 


Rating 660 watts. 


Instantly 


Ask for sample 





The “JIFFY” Punch 
A portable, powerful hand punch, 


which 
\% to 
sheet metal up to 10 gauge. 
for Circular P. 


uickly and easily punches 
-inch holes through any 
Ask 





and dealer. 





KOCHOLOGY 


Every successful salesman is in fact a sales manager— 
his dealers are his salesmen. If he is a good sales manager 
his salesmen are constantly bringing in profit for him. 
Educate your dealers to push profit getters. 


Jiffy specialties are real profit getters for both the jobber 


PW K 











The “JIFFY” Bushing 


For wiring safety and efficiency 
of the mechanic. Easily and 
quickly installed. Saves money for 
the contractor—secures instant ap- 
proval of the inspector. Send for 
Circular B which describes both 
the Flexible tubing bushings and 
Flexible tubing clamps. 


Fill out the form below 
—tear out this page and 
return it to us. We will 
show you how to build up 
sales in your territory. 








PO OF RRs oo. 6 b6 oc wie ewine> amniae waa 


Pe BI so a5. cic ccecseesdeiastéecedds 


NEO rewawwccc . oscceccenteteedese 


MS caivatet dae esse ues 


I am interested in “Jiffy’’ profits. Please 
abn Ge Geet nscicos etactecs sodenwer 





The “JIFFY” Cutter 


Adjustable for cutting circular 
holes from 1% to 6 inches in sheet 
metal, fibre, cast iron, steel, slate, 
etc. Especially valuable for cut- 
ting holes in instrument boards of 
automobiles. Completes this oper- 
ation in less than ten minutes. 
Old methods required from one to 
three hours. Send for Circular C. 


PAUL W. KOCH @ COMPANY 


19 South Wells Street 





Chicago, IIl., U. S. A. 
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still busy. Exasperated he resolved 
to see Jebs if it took till Doomsday. 
After rebuffs from office boy and hot 
shots from the stenographer, the day 
arrived at the tail end of five. Now 
he could see the Boss. 

“Billy entered. The boss looked him 
over, bit deeper into his black perfecto 
and snarled, ‘What’s you got? What’s 
you got to tell an’ seli? Haven’t any 
time to waste, he shot, snapping his 
watch. 


“ ‘Why, Mr. Jebs,’ Billy began cool- 
ly, ‘I’m Bell, of Bell & Company. 
Knowing that you were in the market, 
I wanted to inform you, Mr. Jebs, 
that we just recently received several 
car loads of materials at bed rock 
prices. We have started manufactur- 
ing. We are in position now, the first 
time for many months, to fill orders, 
and make immediate shipment. There 
will be no delay. We anticipate a cer- 
tain substantial rise in the market 
within 80 days, and I wanted you to 
see the opportunity. What’s why I 
waited !’ 

“By now Jebs was alert and inter- 
ested. 

“ “But what I waited five days to tell 
you, Mr. Jebs,’ went on Billy in his 
smooth, diplomatic ‘tone, ‘was—but 
your time is valuable.’ 

“ “No, go on,’ invited Jebs. 

“ “Well, what I hung around five 
days for, was to tell you that every 
But what 
I waited most of all to tell you was 
that you can go plumb.to hell for your 
We don’t want your kind 
Time is too precious— 


salesman’s time is valuable. 


supplies. 
on our lists. 
and we've too much self respect.’ 

“And Billy left, Jebs following him 
with panic stricken pleas—but Billy 
didn’t hear, and when Jebs got back 
to his office, he left the door open. It 
hasn’t been shut since.” 


* * * 


HERE’S such a thing as paint- 

ing a picture so big that the 
small man can’t see it. When you're 
trying to induce some hick in the tall 
timber to give up a crayon portrait 
agency and take on farm lighting 
plants, it may not be effective to quote 
the gross totals from the Department 
of Agriculture bulletins. When you're 
arguing with a cross-roads dealer to 
put in a line of automobile lamps there 
is no sense in telling him that Ford’s 
output is almost 500,000 flivvers a 
year. Statistics are effective in mod- 
eration, but talking millions never 


made much of a dent in the head of a 
man who operates in fractions. 

I had this truth jolted into me one 
day listening to a couple of chaps 
talking about a patent churn. 

“There’s 238,000,000 cows in this 
country, valued at $85.00 each— 
that’s mighty close to Two Billion 
Dollars worth o’ cows! Now if we 
can sell one churn to every ten cows, 
we got a possible market of over 2,- 
000,000 churns. Now our profit on 
each churn is—” 

“Yes,” interrupted the other man, 
“but them figures is awful big. I 
don’t see—” 

“Of course you don’t see! You got 
Why, look at Mor- 


no imagination. 


gan and Rockefeller!” 
“Yes, and look at ham and eggs.” 


* * 


a there are a lot of queer twists 
in business. It’s full of tricks. 
Now, I sell White just twice as much 
when I make inquiries about his son. 
The son is my best sales talk—with 
White. 
goes to the Zenith, but never sets in 
the course of my every visit. I keep 
him high and dry in a blue sky. Re- 
minds me of a Doctor I once knew. 
With a bag of candy he won his way 
unto the hearts of children. When the 
parents became ill they demanded Dr. 
Jujubes. He planned better than he 
knew, for his candy was of a mighty 
cheap variety. It battered down the 
teeth and ravaged the stomach and 
damaged the system in general. Not 
only was he creating friends, but he 
was manufacturing new patients— 
all the Needless to say he 
prospered. Came to afford an auto- 
mobile. Then a kindly sympathetic 
providence stepped in, took him over 
a high cliff one night, 

He was a wicked old scoundrel. But 
the principle holds. I find it a pretty 
good business to cultivate the cus- 
tomer’s family. It enables one to sell 
more goods. Not of the Jujubes varie- 
ty—not by a long shot. Goods, good 
for his business—that clears me. We 
both profit. And it’s a pretty human 
thing to do, after all. There’s no 
hypocrisy in the process for I do like 
the kid. 

For the sake of all of you, learn 
your customers just a little better. And 
when you sell them electrical supplies 
in this wise or otherwise, you're 
building up a patronage of healthy 
patients. 


So consequently his son rises, 


time. 


E were still far east of Pitts- 
burgh, floundering along on 
one of Mr. Hines’s railroads. We had 
exhausted most subjects frequent to 
salesmen, and were just touching upon 
“Dreams” when the train pulled into 
Johnstown. Most of the fellows 
jumped up, grabbed their overcoats 
and valises, shouted a hurried, “Good 
Night” and hastened out, leaving me 
alone, with O’Connor. 

O’Connor was glum. Positively 
glum, which was something new for 
O’Connor. “O’Connor,” said _ I, 
“Chase the ‘Willies.’ They are bad 
for you. Possibly you don’t dream 
enough. Dream dreams. They will 
do you good.” 

“T did,” said O’Connor, “last night 
I dreamed a dream. I dreamed that 
I had died and gone to Heaven.” 

“Go ahead spill it,” said I, knowing 
how interesting dreams are not to any 
except the dreamer. But tired of 
O’Connor’s clammy hospitality, 

“Well,” he began, “I found myself 
lined up with a world series crowd 
just outside the Golden Gate. Being 
of a progressive disposition, and re- 
luctant to wait long in line, I pushed 
my way up front. After an inter- 
minable wait, I at last squeezed 
through the wicket and faced Peter. 

“He hastened through the Celestial 
Questionnaire until at last he reached 
the point, ‘Occupation.’ ‘What’s your 
business?’ asked Peter hurriedly. 

“Salesman, I replied in’ a most 
cautious tone. 

“Then get way back there in line— 
and wait your turn—customers first— 
next!’ he called abruptly. 

“TI went back and after another 
longer interminable period, I faced 
him again. By this time his angelic 
temper was completely spent. 

‘Occupation?’ he snapped. 

“ ‘Salesman,’ I answered. 

‘““*What’s your line?’ 

“‘Rlectrical Heating Applicances.’ 

“Well, who in Hell sent you up 
here?’ he demanded, shoving me into 
a convenient elevator, shouting at the 
same time into the ear of the cherubic 
elevator boy, ‘This fellow Down! 
Way, Way Down!’ 

“There you are,’ sneered O’Connor 
more gloomily than ever, “Dream 
Dreams!” 

And I thought, after spending the 
hour with him, in this joy-killing 
mood: 

“Poor, unlucky devil!’ 
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IMPORTANT: 


If your customer’s apparatus is burnt-out by 
lightning this summer, replacement will be prac- 
tically impossible; a long delay in service and heavy 
expense will result. | 


Tell it to them and 


sell them 


Garton- Daniels 


and 


Expulsion 
Arresters 














This year you have a big selling point for Gar- 
ton-Daniels and Keystone Lightning Protective 
Apparatus. Tell your Central Station and Elec- 
tric Railway customers that their apparatus has 
doubled in value and that replacements will be 
quite impossibe this summer; that repairs have 
greatly increased in cost; that they should there- 
fore double their lightning protection. They 

, know that the Gorton-Daniels arrester has been 
Garton-Daniels Expulsion Type “ ; 
Arrester Arrester in service for over a quarter of a century and that 


it is the most reliable and efficient arrester for 
protecting their important apparatus. And you should tell them that the Expulsion Arrester is prin- 
cipally for the protection of transformers. Get your customers to protect each transformer with an 
Expulsion Type Arrester and you’ve got good steady business. Convince him that his apparatus is of 
such great value that it is worthy of the small amount of capital required to buy lightning protection. 


Sell him Garton-Daniels and Expulsion Type Arresters and you will have a satisfied customer—al- 
ways. 





Catalogs and circulars are being sent to your house. 


Execrric SERVICE Suppiies Co. 


Manufacturer of Railway Material and Electrical supplies 


PHILADELPHIA NEW YORK CHICAGO 
17th and Cambria Streets 50 Church Street Monadnock Building 
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To insure immediate service on small 
rush orders, The Post-Glover Electric 
Company of Cincinnati is issuing to 
. each regular cus- 
tomer a book of 
emergency order 
forms, post card 
size, the use of which is guaranteed to 
speed up the entire routine on special 
items for which there is urgent need. 


Instead of waiting to put through a 
formal order, which in itself some- 
times requires an hour or more, the 
customer uses one of the emergency 
forms and notes a memorandum of 
same on a stub. Later on, at his con- 
venience, he sends a confirming order 
in the routine manner, from this stub 


Handling 
Orders 


memo. 

The Post-Glover Electric Company 
gives the post card emergency orders 
preference over the regular mail from 
the moment they are received. They 
are sorted out of each incoming mail, 
started through the order department 
in advance of regular business, and 
have special attention until shipped. 
Some idea of the speed at which these 
hurry-up cards are handled may be 
gained from the fact that over 85 per 
cent of even the routine shipments 
made by Post-Glover from stock go 
out the same day that the order is re- 
ceived. 


* * * 


I personally know a crack salesman 
who fell down miserably on a Big 


Opportunity. It happened in this 

' wise: For 20 years 
Your Own he had _ worked 
Business southern Michigan 


for a well known 
warm-air furnace company. He knew 
every dealer in his territory better 
than the folks in the dealer’s own town 
He saw Tom, Dick and 


Harry grow from installers to sales- 


knew them. 


men, to dealers, and to prosperous 


merchants. This crack salesman after 


years of association whereby he con- 
tinually built solidly into the confi- 
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dence of his customers, had in reality 
establsihed a nice permanent business 
for himself and for his House. 


Another company, recognizing his 
merit, made him a flattering offer to 
join them in another territory, south- 
ern Ohio, by the way. He fell for 
their bait. 

He failed! Failed utterly—abso- 
lutely. Because he longed for his old 
territory—his old friends—the confi- 
dence which he had established—the 
towns where he was known—for the 
regular “‘stream” of business. 


Which leads one to believe that con- 
sistent, conscientious effort—year in 
and year out—builds for the salesman 
a “business” too valuable to ignore. 


* * * 


In the good old days when “three 
fingers’’ were ten cents a shot, it was 
easy to explain John’s wild tales on 
the morning after. 
He honestly saw a 
lot of things that 
were denied the 
staid and sober. Alcohol inhibits cer- 
tain nerve endings at the termination 
of the optical nerve, that so enlarge 
the “blind spot” that one’s vision is 
distorted. One sees ghosts! John has 
trouble in finding the keyhole—not 
because his hand is unsteady, but be- 
cause that “blind spot” blinds the cen- 
ter of vision. He doesn’t see what he 
looks at, when he looks straight ahead. 


Ghosts 


Today, unusual prosperity has its 
ghosts, and some of us are seeing 
around a blind spot. A certain per- 


centage of fellows can’t look at busi- ° 


ness as it is without seeing a vision of 
depression and hard times. They talk 
it, feel it and act accordingly. “Pre- 
pare for the slump,” is their slogan. 
Honestly, isn’t this tragic “slump” 
that has been coming for eighteen 
months more or less “bogey 
man’? Do actual economic facts prove 


of a 


in any way that a north wind is on its 
way? Are all the industrial plants, 


factories, hotels, apartment houses, 





homes, civic buildings, etc., built that 
are necessary for the next five years? 
Are the railroads going to need any 
reconstruction? Are the electric rail- 
ways 100 per cent efficient? Are hy- 
droelectric developments necessary ? Is 
the demand for automobiles increasing 
or decreasing? 

Gentlemen, look the future in the 
face and be frank to admit that the 
“slump” you are prfophesying is ar. 
old “ghost” that has no basis in real- 
ity. Of course, you'd like to say, “I 
told you so,” but the Birds on whom 
you plan to spring that will probably 
be dead when the landslide comes. 

How about the electrical supply 
business for the future? Does it war- 
rant your talking this way to your cus- 
tomers? 

Tell them this: 

Seventeen electrical supply jobbers 
of the Central Divison show the fol- 
lowing expansion of business last year 
over 1918: 

(1), 50 per cent increase; (2), 150; 
(3), 106; (4), 55; (5), 5; (6), 68.8; 
(7), 7.4; (8), 42; (9), 85; (10), 48.6; 
(11), 60; (12), 88.8; (18), 28.2; 
(14), 20.8; (15), 68.2; (16), 50; 
(17), 59 per cent increase. 


* * * 


One hero dropped off the train at 
Kokomo with catalog case in one hand 
and personal grip in the other. He 
was greeted from 
the platform by 
two fellow sales- 
men, who hollered: 

“Bill, it’s no use; you’d better jump 
right back on. The town’s dead from 
the knees down and the head up. 
We're leaving, and there are seven or 
eight fellows killing time up at the ho- 
tel. , 


Our hero grins back unheeding, as 
he dives for the door of the station. 


All Dead 
But One 


“Oh, well, I like this town pretty 
well—guess I'll look up a couple of 
friends, anyhow. S’long! Good luck!” 

The warning is confirmed at the ho- 
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BRYANT Dubl-duty SOCKET 


Packed in I 4 | 
Individual Carton | 
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* Handsome counter | 
display furnished 
with each standard | 
package of twenty. 


em ineammnmecmmcaan seat 


Base fits Edi- : 
Cf a. <—— son lamp 















socket. 

Display carton with two extra individual 
cartons and cradle for socket, furnished i 
with each standard package of twenty. 

Chain 
Side socket always on. Fits any . Controls 
Edison screw base device. Car- Gee Bottom 
ries 660 watts at 250 volts. > i Socket 

Only 


Bottom socket takes any Edison screw base 
device—or a lamp—without changing origi- | 
nal position of lamp. le 


The Pull Chain Wictinistins Socket 


with Duplex Edison Screw 
Base Qutlets- 





Retail Selling Price, $1.60 each 
Two for $3.00 


Liberal discount to trade 


Ask our nearest office 


THE BRYANT ELECTRIC COMPANY 


BRIDGEPORT, CONN. 7 
NEW YORK CHICAGO SAN FRANCISCO | 


2073 
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tel—for there the Birds were in the 
lobby, holding a funeral en masse. 
Our hero is elected as chief mourner 
at once and he is given an opportun- 
ity to help take the joy out of life; 
but he gracefully declines the privi- 
lege. 

Our hero, catalog case along, leaves. 

Later that night an order is mailed 
into the House and a successful job- 
ber salesman takes the train for the 
next tewn. 

How did he do it? 

Before he left the House he selected 
one line of merchandise that had real 
talking points in its favor. He had 
yrepared easy-to-read charts showing 
the potential sales possibilities of Ko- 
komo for that product. In addition, 
another chart of the same kind ex- 
plained to the dealer what had been 
done in another city on the game, ine 
when it was. featured and pushed sys- 
tematically. 

In other words, our hero had out- 
lined the sales resistance to be jover- 
come in a concrete, definite form,»and 
this sold his customer by drilling on 
one idea—one line at a time. 

* * * 


The jobber’s salesman, who does not 
realize the full meaning of the ‘word 
is in for some jstartling ex- 

periences, 

In ‘the soon-to- 
be-published elec- 
trical supply cata- 

logs, under index letter S, along. with 
Solder, Solenoids and Switches,’ he 
will find listed the following item, to 
wit—Soap. Let him not jump to the 
conclusion that the printer has mixed 
up a grocery catalog with one devoted 
to electrical goods, for soap is now an 
important and necessary item in the 
We jobbers must 
another 


“serv ice” 


What is 


Servite 


electrical trade. 
either handle it or resign 
profit to our non-electric competitors. 

It is all a matter of service. Ex- 
perience has taught the electrical deal- 
er that washing machines and dish- 
washers not. infrequently fail to give 
satisfaction because the soap or wash- 
ing compound used with them is not 
suitable for the work. To insure the 
satisfaction of the machines, to reduce 
the selling costs and eliminate come- 
backs, the manufacturers and dealers 
are recommending .-or selling soap 
chips and powders of assured poten-/ 
tial and ample amperage. They are 
net particularly keen to peddle soap, 
except as a lubricant to make. the 


sales of washing machines slip along 
faster. 
relation to the washing and dishwash- 
ing machine as flux is to solder. 

The omygawd chorus that will go 
up throughout electrical supply organ- 
izations at this incongruous addition 
to our stock’ is as nothing to the hollér 
that resounded th rough the har ware 
trade when the p ddlers of Stiflson 
wrenches and hack saws were = 
to carry a side-line of taleum po 
Yet that is exactly what they are do- 
ing, according to recent report. The 
manufacturers of safety razors—and 
they’re some sharp crowd, believe me 
—are convinced that to do a thorough 
service job they must‘be sure,the buy- 
er of their product gets a clean, close 
and comfortable s| This is ‘not 
accomplished by Hatiding a man a'sui- 
cide-proof scraper for the removal of 
the hirsute disfigurement. A  com- 


plete shave, a truly ideal shave, de 


pends for its perfect consummation 
upon a proper soap, brought to 
whipped-creaminess by a soft and lux- 
urious brush—then there is the scrap- 
ing operation, after which outraged 
nature must be soothed by the appli- 
cation of (at least) a healing lotion 
and a coating of finely ground and 
perfumed silicate of magnesia. Where- 
fore the hardware jobber’s salesman 
with a safety razor in his sample case 
invades the drug man’s field and adds 
taleum to his general line. (You will 
find Talecum in the catalogs sand- 
wiched in between Tar-paper and 
Tacks.) Talcum is offered to complete 
the safety razor “service.” We are 
not informed whether the hardware 
man also supplies neat bundles of pine 
sticks for purchasers of Barlow knives 
to whittle on, or a bottle of painkiller 
with each packet of half-inch brads. 
Probably he does. Such an extension 
of “service” is not beyond the bounds 
of some folks’ imagination. 


The soap-chip idea of the washing 
machine makers, however, is not so 
flighty a venture as the talcum pow- 
der trend of the razor men. Anyone 
who has bothered to look into the prac- 
tical operation of washing machines, 
especially dishwashers, realizes that a 
proper solvent is essential to success. 
If you care to know the whys and 
wherefores, talk to a chemist. He 

/ will pat you over a flight of technical 
hurdles that will leave you breathless 
“but convinced. 


The nubbin of the matter, however, 


Soap, im short, is in the same © 


is this: The electrical dealers are be- 
ginning to sell soap. Some of the 
washing machine manufacturers are 
putting up soap under the same brand 
name as their machines, As a prac- 
tical proposition, it will soon be up to 
us to job soap. 
* * * ; 

. The jobber salesman will never be- 
come an effective representative of his 
House until he is put on a salary and 
bonus basis. To 
work for commis- 
sions only means 
that the salesman 
draws a line to’mark the limit of his 
activities—determined by immediate 
sales possibilities—and thus far will 
he go, and no farther. Within the 
ground that stretches beyond this line _ 
lies the greatest opportunity for not 
only the House, but for the contractor- 
dealer and the salesman as well. The 
jobber represents the university of 
electrical merchandising, and his ef- 
forts—the growth of a broader oppor- 
tunity of vision—if directed at the 
customer through the dealer performs 
a service to the whole electrical indus- 
try of inestimable worth. The job- 
ber’s primary function as a link in the 
chain between the manufacturer and 
the consumer is to educate the dealer 
through the medium of his sales or- 
ganization. 


Salesmen as 
Teachers 


The process begins with a sales con- 
ference at the House, weekly or 
monthly, conducted by the sales man- 
ager. The course of instruction should 
not be “‘how to sell more goods to the 
dealer,’ but “what methods can be 
employed by the dealer to increase his 
sales.” The jobber salesman’s func- 
tion, then, becomes that of an expert 
on electrical merchandising, his serv- 
ices at the disposal of the dealer. 


What is the dealer desirous of ob- 
taining from the jobber salesman? 
Information and help that will move 
his stock. How may the jobber sales- 
man furnish this help? 

First, putting the dealer right on 
the lines that are manufactured by es- 
tablishing concerns which adhere rig- 
idly to a definite sales policy. 

Second, assisting him in using his 
dealer helps, window displays and lo- 
cal advertising, effectively. Aiding 


him. to prepare circular letters and fol- 


low-ups. 

Fourth, explaining an accredited 
system of cost accounting and helping 
him to use it. 
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Y, with 


“Uroleta” 


Health—energy—beauty; that’s what this marvelous Violet Ray Ma- 
chine brings to every user. Daily treatments at a cost of less than 1 cent per treatment insure 
relief from headaches, catarrh, constipation, lumbago, insomnia, nervousness. As a beautifier 
Violetta is unequalled. It quickly removes eczema, pimples, blackheads. It makes the human 
body a dynamo of energy and health. 





And remember Violetta is not a vibrator. It does not bind the muscles—it does not shock 
or pain. Instead, it soothes or 
stimulates, sending the magic heal- 
ing power of electricity thru every 
cell, tissue and organ of the body. 
Violetta has the endorsement of 
physicians and scientists every- 





J bb ) S j where. It’s a device that should 

obbers dalesmen find a permanent place in every 
’ 

Leading jobbers are making stupen- home, doctor’s office and beauty par- 

Some isenees Oy: peeing “Wielean” lor in the United States. 


‘ Take advantage of the tremendous 
demand for “Violetta’ created by 
our national advertising. Get your 
share of the easy sales and big 
profits. Our liberal selling plan will 

astonish you—write for it today. 

We will back you up with effective 
sales helps—heautiful window cards, 


etc. Write today. BLEADON-DUN COMPANY 


General Offices: 326 W. Madison St. Factory: 15 S. Desplaines St. 
Chicago, Illinois 


Zs = Exporter---Theo. Stave Co., 30 Church St., N. Y. 
1 — - 
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Fifth, aiding him to sell industrials 
in his territory. If necessary, calling 
with him on the prospect to aid him 
in selling the job. 

Sixth, bringing about a closer co- 
operation between the dealer and the 
central station. Getting them on 
friendly terms—showing them that 
their interests are behind them. 

Seventh, spending a day behind the 
dealer's own counter, giving a con- 
crete demonstration of scientific sell- 
ing. 

Eighth, if the dealer employs sales- 
men on house-to-house canvassing—go 
with these salesmen and aid them to 
sell the first few representative citi- 


zens. 
* * «# 


“Say,” remarked the dealer, ‘‘you 
talk about this here washing machine 
your firm handles as though it was 
something you'd 
invented yourself. 
Where do you get 
this line of talk?” 
“Use it myself,” replied the sales- 
“My mother has had one -of 
Every 


Do Your Own 
Testing 


man. 
these machines almost a year. 
clean rag I’ve worn since the last 
Fourth of July has been washed ‘in it. 
I sent a machine home to try it out, 
and I’ve never been able to pry it 
loose. If anybody wants a regular, 
old-fashioned patent medicine testi- 
monial on this washer, I’m the boy to 


I’m sold.” 


“That's good enough for me, Billy. 
If you were simply handing me a line 
of sales talk, I'd want to look into it 
further, but if you say your folks have 
used this machine at home for a year, 
and that it is satisfactory, why, that 
makes the case a lot different. Write 
me down for about half what you 
think I ought to take.” 

It’s an old selling argument, this 
I-use-it-myself line of talk. The dis- 
dainful beauty at the cosmetic counter 
—the type they call “an Easter egg” 
because she’s hard-boiled and hand- 
painted—gets away with it on every 
third customer. I even knew of an un- 
dertaker who sold a rich old hick a 
$400 casket on the argument that he 
had just buried his own wife in this 
identical model. 


give it to ‘em. 


It is well to give warning, however, 
that this argument must be true to be 
generally effective. Insincerity will 
kill it. Which brings us down to the 
point that salesmen should have actual 


and personal acquaintance with their 
goods. There is no laboratory like 
the salesman’s own home, no expert in- 
vestigator so reliable as Friend Wife. 
When you can say truthfully, “I use 
it myself,’ you have an incontroverta- 
ble argument backed by absolute con- 
viction. 
* * * 


We are all fed up on the advice to 
work hard and let results take care of 
Hard work is a fine thing 

if intelligently di- 
rected, but it is in- 
telligently directed 
effort that really 
counts. Self-analysis enables the 
salesman to put his finger on the weak 
spot—to remove the sticking point— 
to correct the little things that so 
often cause a man to fall short of 
achieving his largest and fullest suc- 


themselves. 


How we 


Are Paid 


cess. 

Salesmen have unusual opportuni- 
ties for observation and for gathering 
information that is invaluable to their 
customers. For instance, the sales- 
man who is thoroughly familiar with 
the advertising policies of his house 
and can Sell the fundamental idea back 
of this advertising to his trade has 
the means of dredging the channel 
and providing a much wider outlet for 
his goods. 

Retail merchants, in the smaller 
towns, generally write their own ad- 
vertising, do the buying and at least 
a good part of the selling; look after 
the finances and altogether they are 
very busy fellows. 

They do not get away from home 
and travel about as much as they 
might do to advantage. 


Here is another opportunity for the 
salesman to cement friendship that 
will prove lasting and profitable. He 
may find a plan in Jonesville that just 
meets the needs of the merchant in 
Bird Center. He may suggest win- 
dow-trims—of course featuring his 
goods a part of the time. He may 
outline a campaign of advertising in 
the local newspaper that will increase 
the business of the merchant. This 
should require no effort on the sales- 
man’s part, because such advertising 
should be furnished him by the adver- 
tising department of. the house. 

After all, we get paid for what we 


know. The size of the check depends 
upon our ability to deliver. 


Everything in life -comes as a re- 
ward or as a penalty. The penalty for 
lack of intelligently directed effort is 
failure; the reward for directing your 
energy and ability into proper chan- 
nels is success. 

Remember that to the dealer you 
are the house. Throw out your chest, 
tilt up your chin and look the part. 

Know your proposition all the way 
down to the ground. Don't let any 
dealer get away with the antiquated 
stuff about wishing the house would 
cut out advertising and give him a 
longer profit. Know all about the 
policies of your house. Know what 
the advertising is doing and what it 
seeks to accomplish. Go loaded with 
facts so that when any dealer brings 
up this old argument for cut price, 
you are in position to give him real 
information. 

Don’t beat about the bush. Don’t 
bluff. Have goods. 


With definite information regard- 
ing the policies of your house you will 
find its advertising one of your great- 
est assets. You can convince the deal- 
er of its benefit to him—and remem- 
ber again that this is the thing he is 
interested in. 


* * * 


There were 7,509,000 open-knife 
switches sold in the United States last 
year. Every man who has bought one 
will be a prospect 
in the near future 
for inclosed, 
externally operat- 
ed safety switch. But this figure repre- 
sents 1919 only. At half that rate 
there have been 37,500,000 open-knife 
switches installed in the last ten years. 
Furthermore, building construction is 
going forward this spring and sum- 
mer by leaps and bounds. Again, who 
will build without planning to use 
electric current? None. 


A Real 
Market 


an 


Now, municipal, city, state and na- 
tional boards are rapidly requiring the 
use of safety switches. 


But how will this affect you, Mr. 
Jobber Salesman? Oh, you'll get 
some of the business that is swept 
your way on the crest of the safety 
wave. Yes, some; but if you prepare 
te specialize on the safety switch in 
the next few months you're going to 
clean up. 


A word to the wise is sufficient! 
Get wise! 
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Why Hubbell put the“ T’ in Slots 

















Because 
some caps had blades, ‘in line” and 
some had blades in “parallel.” 


And 
parallel blades would not fit line slots, 
nor line blades fit parallel slots— 


So 
Hubbe!l put the “T” in slots and 
made a receptable that 
takes both—and polar- 
ized blades too— 


The ‘“T-slot” is an 
exclusive Hubbell 
feature; it is an- 
other point wherein 
Hubbell Electrical 


Specialties excel. 


Hubbell Specialties Shown 


Pull Socket No. 3618 

Porcelain Current Tap No. 5736 
Tandem Blade Cap No. 5419 
Parallel Blade Cap No. 5964 
Locking Lamp Guard No. 5730 


HARVEY 


ELECTRICAL 


BRIDGEPORT 





SPE CIALTIES 


CONN, U.S.A. 
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Now that You have this Book 


—have you really gotten acquainted 
with it and taken it into your confi- 
dence to help you make more sales? 


Benjamin Bulletin 17 on Industrial 
Lighting contains the engineering story of cor- 
rect illumination in such a way that we can put 
it up to the customer so he’ll know just what 
we're talking about. 


This book is also being distributed to 
your contractor customers, executives, depart- 
ment heads and engineers of every industry. It 
is less, much less than a scientific treatise and 
more than a catalog, though it! gives you ample 
reference data and specific example in plenty. 


BEN/AMI 


Makers of Things More Useful 
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~PRODUCTS® 


The following are divisions [R& ' : Hi 
of Benjamin Products on ” 2 gt 3 
which we will be glad to ee |e Ri 
send information: : / 

Industrial Lighting Division 


Electrical Division (Inc'uding 
Benjamin Two-Way Plug) 


mh : % . : 
Pressed Steel Products Division . a bas 
Enameled Products Division = 
Starrett Panel Board Division | 


— Make it help Your Sales 


— Backing up this book is an intensive 
campaign of advertising in leading technical 
and trade publications and in the substantial, 
dominating publications of general circulation. 


permeate a 





All of this is making it easier for you 
to sell Benjamin equipment for Correct Industrial | 
Illumination. 


Now are you getting all the good you 
can out of your book? Are you making it help 
your sales through thorough familiarity with its 
pages? It can’t do the work alone. But it can 
help you wonderfully. 


If for any reason you haven’t received 
your copy ask for it at once. 


For details, write the Advertising Department, 806 W. Wasnington Bivd., Chicago 


BENJAMIN ELECTRIC MFG. CO. 


Factories: Chicago and Desplaines, Ill. 

Sales and Distribution Offices: , 

247 W. 17th St., New York 806 W. Washington Blvd.,Chicago 590 Howard St., San Francisco 
Benjamin Electric Mfg. Co. of Canada, Ltd., Toronto, Canada 

The Benjamin Electric, Limited, London, England 
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IGEST OF THE NEW 


The Cleveland 
Electrical Show 


On March 10 
were sent out from Cleveland to 800,- 
000 amateur wireless operators, gov- 
ernment stations, battleships and many 
other stations, announcing the open- 
ing of Cleveland’s big electrical expo- 
The show started off with the 
biggest boom of any enterprise ever 
undertaken in that city. Thousands of 
people from all parts of the city and 
northern Ohio, as well as from distant 
points of the country, have attended. 
More than $2,000,000 worth of elec- 
trical equipment are on exhibit, ac- 
cording to estimates, practically all of 
which is in actual operation during the 
exhibition. It is estimated also that 
before the show closes March 20 there 
will be more than $5,000,000 worth of 
sales in electrical devices and equip- 
ment. The show started off when 
Thomas Edison turned on a switch at 
his laboratory at Orange, N. J., which 
sent a current over telephone wires 
that lighted up the building. Many. 
heads of the impending Columbus 
show are in attendance, and it is said 
much of their exhibition will be mod- 
eled after the Cleveland show. Prac- 
tically every conceivable electrical 
device and appliance on the market 
is being displayed by 124 exhib- 
itors, among whom are dealers, job- 
bers and manufacturers. The United 
States Marines, Y. M. C. A. and mem- 
bers of the electrical trade press also 
have booths. The program includes 
daily afternoon and evening motion 
picture shows, the operator being lo- 
cated in a specially designed glass 
booth, and afternoon and evening con- 
certs by two popular-style orchestras, 
located on the second and third floors. 
The musical program also includes vo- 
cal selections. Interesting programs 
are being distributed in which are 
shown the list of exhibitors, entertain- 
ment features, floor arrangement, facts 
for the layman on electricity and other 
things, including attractive ads. The 
cover design, created by Paul Shively, 


wireless messages 


sition. 





president of the senior class at the 
Cleveland School of Arts, depicts the 
Goddess Electra reigning over Cleve- 
land. Geo. S. Milner, chairman of the 
executive committee, and P. B. Zim- 
merman and G. E. Miller, also of that 
committee, were greatly instrumental 
in planning the many minute details 
of this modern electrical exposition. 
The show ended March 20. 
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Chicago Electric 
Shop Enlarges 


The Electric Shop, operated by the 
Commonwealth Edison Co. of Chicago 
and said to be the largest electric 
shop in the world, having absorbed all 
the available space on the main floor 
of the Edison building, 22,000 sq. ft., 
has been forced to break a 20-ft. hole 
in the wall of the adjacent Marquette 
building and lease 9000 sq. ft. of 
space formerly occupied by a firm of 
wholesale liquor dealers. This and a 
lease on 6000 sq. ft. of storage space 
in the basement of the Marquette 
building covers a 10-year period. Thus 
the shop will be a block long, with a 
long arcade extending from Dearborn 
street to Clark street for customers on 
their way to pay their light bills. The 
new annex is expected to be opened 
early in April. 

* * * 
1919 Electrical Exports 
Break Record 


Figures given out by the Bureau of 
Foreign and Domestic Commerce, 
Washington, D. C., show that exports 
by electrical manufacturers of the 
United States broke all records in 
1919. The total for the 12 months 
was $89,089,711 as against a total of 
$59,983,606 for 1918, representing an 
increase of $29,106,105, or approxi- 
mately 50 per cent. The biggest 
month of the year was June, with a 
total of $10,990,717 worth of electri- 
cal goods shipped out of the country, 
while the smallest month was July, 
with a total of $5,996,105, the average 
monthly total being $7,500,000. The 
figures also indicate that motors con- 


stitute the greatest export product, in- 

sulated wire and cables being second, 

batteries third and dynamos and gen- 

erators fourth. The yearly export to- 

tal of 1919 more than triples the 

amount of electrical exports in 1912. 
* * * 

Code Wire Orders 

Doubling Last ¥ ear’s 


Statistics from rubber-covered wire 
manufacturers indicate that orders 
have. been booked for total code wire 
at 51% times the volume of orders for 
the first six weeks of last year, and of 
this business No. 14 has increased 
141% times. The estimated total code 
sales booked for the first six weeks of 
the present year amount to more than 
$5,000,000, or at the rate of over $40,- 
000,000 a year, which is just about 
twice last year’s estimated bookings of 
$21,000,000. It is estimated that over 
the same period of six weeks, sales of 
No. 14 code wire amounting to 
$2,333,000 have been booked, or at 
the rate of $20,000,000 for the year, 
which is also double last year’s busi- 
ness. Over the first six weeks of last 
year the ratio of No. 14 to total code 
was only 17 per cent. Manufacturers 
are quoting shipments of 45 to 60 days 
on present bookings, whereas at the 
opening of the year shipments were 
being made in about 80 days. Judg- 
ing from the volume of orders being 
placed on manufacturers for code wire, 
jobbers are expecting a greatly in- 
creased demand to result from the 
scheduled building boom this spring. 

* * * 


606,250 Searchlights 
Needed to Signal Mars 


Experiments conducted by Prof. 
Clarence Errol Ferree of Bryn Mawr 
showed that it would take 766,000,000,- 
000,000 candle power and a fraction 
over to signal Mars. Prof. Ferree ar- 
rived at his theory by lighting a can- 
dle, walking away from it and looking 
at it until it was barely visible. Then, 
measuring the distance back and mul- 
tiplying by 35,000,000, which repre- 
sents the number of miles intervening 
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“If we are to get greater production and reduce the high cost of living, farm life must 
be made more attractive’’—says a current news item. 


Instead of being lured to the great cities the labor of the farm must be kept there. 


There Is No Other Agency That Will Tend 
to Make Farm Life More Attrac- 
tive Than Electricity 


It will light the house, barns, buildings and 
sheds, milk cows, pump water, grind feed, | 
churn butter, etc. 


The central station through its high tension 
lines is the logical source of electricity for the 
farm. 





JOBBER SALESMEN 


Contractor-Dealers, Central Station Manag- 
ers, here’s a field of immense possibilities. 

Hook the farmer up to the high tension lines 
with the 


1 
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“THREE E” COMBINATION L Cat. 79002 


Switching and Protective Equipment illustrat- For 13,200 volt serv- 
ed herewith. It is simple, compact, low in pe aie Ar. 
first cost and easily maintained. Let us send and Fused Aha 
you our literature on this subject and suggest __nect. 
means of bringing the farmers and the central 
station companies together. 

And remember, our Combination L is the first link in the chain, back of it will be additional 
sales of Transformers, Wires, Fixtures, Lamps, Motors and electrically driven household appli- 
ances. Write us today and let’s get the ball rolling. 


Electrical Engineers Equipment Co. 


711-715. Meridian Street, Chicago 


New York Office, 21 Park Row 
Sales Offices in All Principal Cities 


HicH QuALITY 
LINE AND STATION EQUIPMENT 
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between us and the planet Mars, he 
arrived at the figure above mentioned, 
which was derived after deducting ab- 
sorption, refraction and various other 
things. Since the very largest search- 
light manufactured, it is reported, is 
only a “feeble thing of 1,280,000,000 
candlepower,” it would take some 606,- 
250 of these to wig-wag the Martians. 
The only hitch is, though, how would 
the Martians know they were being 
signalled, »:a what could they do if 
it did dawn upon them? 

* * 
N. E. L. A. Arranging 
Transportation to Convention 


Transportation arrangements for 
the trip to the convention of the Na- 
tional Electric Light Association at 
Pasadena, Calif., in May, are proceed- 
ing in a very pleasing manner to those 
interested. Arrangements have been 
intrusted to the hands of George W. 
Elliott, master of transportation, who 
is providing accommodations for those 
desiring side trips en route as well as 
for those wishing to make quick time 
straight through. The Red special 
leaving New’:York, over the southern 
route will make a 80-day trip.. After 
allowing sufficietit time for the conven- 
tion and side trips, it will proceed to 
San Francisco, Portland and Seattle 
and return over the Canadian Pacific. 
The Northwestern Electric Light As- 
sociation is planning some interesting 
entertainment in Portland and Seattle, 
including a trip over the famous Co- 
lumbia River drive. Other special 
trains will run direct to the conven- 
tion and arrangements can be made 
for transportation at special rates. 
Mr. Elliott is being aided by assistar.t 
managers of transportation in various 
parts of the country, and already re- 
ports have come in saying that Kan- 
sas, Colorado and Nebraska desire 
special cars. Reservations for rooms 
are being received. The Hotel Hunt- 
ington will be taken over entirely by 
the Easterners, while adjacent hotels 
will accommodate those attending from 


the west coast. 
or | 


A, I. E. E. Making Survey 
of Household Appliances 


The industrial and domestic power 
committee of the American Institute of 
Electrical Engineers has appointed a 
sub-committee which will make an in- 
vestigation of domestic power appli- 
cations and collect data on all kinds 
of electrical household appliances both 


motor-driven and electrically heated. 
Among other things, the committee 
proposes to publish monographs in 
which different household appliances 
will be discussed in detail, dwelling on 
such points as design, type of motor 
used, operating cost, saving obtained 
over other methods, and other salient 
points of interest to housewives and 
those concerned. This useful work, 
being undertaken by the organization, 
will disclose many facts of particular 
interest to salesmen, especially to the 
retail salesman who is in daily contact 
with the user. Hans Weichsel, chief 
designer of the Wagner Electric Man- 
ufacturing Co., St. Louis, Mo., is chair- 
man of the committee. 

* * * 


Prepare for New York 
Electric Show 

The 1920 New York Electrical 
Show, it has been announced through 
the general manager, George F. Park- 
er, will be held at the Grand Central 
Palace from Oct? 6 to Oct. 16. Prac- 
tically all the main floor space has al- 
ready been reserved, and reservations 
are fast being made on the second and 
third floors, which will be devoted to 
exhibits of industrial equipment, appa- 
ratus and appliances. Electric spot 
welders will be shown at work and 
electric trucks in operation. Electri- 
cal household appliances will, as here- 
tofore, be the main feature of the 


show. 
* * © 


Electric Mangle Put 
to New Usage 

The electric mangle, though designed 
for use in laundries, has been found 
by the California Walnut Growers’ 
Association to be a practical means of 
successfully ridding walnut sacks of 
codling moths which infest them. The 
pressure of the roll and the heat in 
the shoe produces a two-fold action in 
the mangle. The 200-lb. pressure of 
the roll applying the sacks against the 
shoe, heated to a temperature of 700 
degrees, both crushes and cooks the 
larvae. 

+ #& 

Withdraw Lamp- 
Contract Rider 

The turnover rider, that lamp man- 
ufacturers placed in the agent’s con- 
tract, has been withdrawn. This ac- 
tion was probably prompted in a large 
measure by the jobbers’ protestations 
at their Cleveland meeting last No- 
vember and their recent divisional 


meetings in February. The general 
opinion among the agents seemed to 
be that six turnovers of lamp stocks 
per year were impossible with. deliv- 
eries of lamps being made at the rate 
they are today. Because of agents’ 
close affiliations with the trade, the 
manufacturers have taken their opin- 
ions as authoritative and are leaving 
them. free to operate on the same 
basis as heretofore, but with the moral 
peisuasion that they play for the high- 
est rate of turnover possible. It is 
feasible to believe, however, that the 
rate of lamp turnovers will become 
considerably higher within the next 
few years owing to the increased and 
pronounced interest being displayed in 
both decorative and industrial lighting. 
* 2+ 
The Ten Foot 
Candle Club 


The Sunbeam lighting specialists of 
the Western Electric Co., located in 
this company’s various branches 
throughout the country, have organ- 
ized “The Ten Foot Candle Club,” 
which will co-operate with the various 
organizations in the country interested 
in the promotion of better illumina- 
tion. The club has chosen as its slo- 
gan: “Devoted to the Promotion of 
Adequate Illumination Properly Dif- 
fused and Without Glare,” which ap- 
pears on the club’s own stationery. 
Also prominent on the club’s letter- 
heads is a list of charter members and 
cut of a foot-candle meter. The club 
is unique in that there will be no offi- 
cers, no initiation fee and no dues. 
For the present, T. J. Rider, Jr., the 
founder of the organization, will act 
as corresponding secretary and will be 
known as “Lumen.” All those inter- 
ested in better illumination are eligible 
to membership. 

* * * 
Coast Business Men 
Learn of Electricity 


The purchasing public and the elec- 
trical industry of California came to a 
closer understanding of each other at 
a recent joint meeting of the San 
Francisco Electrical Development 
League and the Rotary Club of San 
Francisco, where the story of the elec- 
trical industry on the Pacific coast was 
presented in an unusually interesting 
manner to a group of four or five hun- 
dred prominent business men repre- 
senting all industries in that region. 
The meeting, which included a sump- 
tuous banquet, was held at the Palace 
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Howdy, Boys! 


OU can’t saw wood with a hammer —so 

stop knocking the jobber’s Salesman who 

beat you to that last order and listen! More 
profits to the house will mean a bigger check to 
you on pay day. 








Here’s the dope: 


Mazda Lamps have always been considered a 
very profitable line to the Jobber and the 
Dealer. 


Now they have gone into the Movies! 


The Mazda Lamp Manufacturers have de- 
veloped Mazda “C” Lamps for Motion Pic- 
ture Projection. They will ultimately displace 
the Carbon Arc for projecting motion picturés 
and here’s your chance to grab off more profits. 


Write this on your cuff: 


Each time you create a socket for one Mazda, 
“C” Lamp for motion picture projection pur- 
poses, it is equivalent to selling about two hun- 
dred regular lamps, because the movie lamps 
only have an average life of 100 hours, regular 
Mazda Lamps 1000 hours. 


Oh yes! The New Improved Argus-GE Mazda Projector 
Lamp Equipment complete with attachments to fit any car- 
bgn-arc motion picture projection machine makes it possible 
for 75% of motion picture theatres, every school, college 
or lodge room to use them. Double your profits. Sell the 
equipments once and sell the Mazda Lamps forever. 

The simplicity of the equipment is apparent from the fact 
that is is just as easy to install as a Flood Lighting Unit. 
I’ll tell you more in the next issue. 


H. H. CUDMORE, 
President 


The ARGUS ENTERPRISES, Jnc. 


815-823 Prospect Avenue 
CLEVELAND, OHIO 


NEW YORK CHICAGO BOSTON LOS ANGELES 
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Renewable Fuses 


from 3 to 600 amperes in both 250 and 
600 volts are approved by the UNDER- 


WRITERS’ LABORATORIES, Inc., 


and are now being labeled 


“UND. LAB. INSPECTED”’ 


Where BUSS Fuses have not been used 
in the past, BUSS National Advertising 
is introducing them. 


BUSS Demand Grows. 


Jobbers should investigate the quick turn over and 


substantial profits offered by the BUSS Line. 


“Fuseology” © 


i «pocket handbook consin-| BUSSMAN MFG. CO., St. Louis, Mo. 


ing everything the layman 
ought to know about fuses, and ; 
= good deal that = apn Branch Offices Made in all types 
the electrician. ny . 
salesman or distributor will New York 731 Broadway wise ttn 
give it to you—or we will mail Chicago 627 W. Jackson Sold by 


it on request. San Francisco 509 Mission Street dealers everywhere, 


— | 
——— 
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BussFuses 








The path of least resistance 


is not often a wise choice. You know, and we know, that 
a man who is easy to talk to is often hardest to sell. Like- 
wise, a man who is easy to sell does not stick longer than the 
time of the next salesman’s call. Generally speaking, the 
more resistance you must overcome, the better you’ll make 
your customer stick in the long run. 












BUSS RENEWABLE FUSES overcome resistance for 
you because the fuse will sell itself. Its design is so far su- 
perior to anything else on the market, and always so far 
ahead of its competitors, that it requires only a demonstra- 
tion of the fuse to convince your customer. 







Salesmen handling Buss Fuses find that the customer 
sticks in the long run, because of the high quality of the 
fuse and because these advantages are real—not merely 
talking points. 











Carry a sample of the Buss ferrule contact renewable fuse 
in your pocket. Just show it to every one of your custom- 
ers and watch the results. 99 per cent will tell you what we 
have said, namely 










That BUSS RENEWABLE FUSES have been 
leading their competitors ever since they were 
placed on the market and are today further 
ahead than ever. 









Page opposite shows copy of Buss advertising 











- . —————— appearing this month in all electrical trade 
papers. 
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Hotel, San Francisco. Clyde L. 
Chamblin, president of the California 
Association of Electrical Contractors 
and Dealers, sat at the head table, 
while D. E. Harris, vice-president and 
sales manager of the Pacific States 
Electric Co., presided over the elec- 
trical portion of the meeting. The 
topic which seemed to be of greatest 
interest was the development of the 
electrical industry in the West along 
water-power and merchandising lines, 
presented in a short address, illustrat- 
ed with lantern-slides, by Robert Sib- 
ley, editor of the Journal of Electric- 
ity and western editor of Electrical 
Merchandising. 
* * * 

Canadian Electrical Men 

Meet in Montreal 

The number of electrical men, rep- 
resenting all branches of the industry 
in the Province of Quebec, that met 
in Montreal during the two days of 
Wednesday, Feb. 18, and Thursday, 
Feb. 19, gave evidence to the asser- 
tion that the various branches of the 
electrical industry are becoming more 
closely knit together in the upper half 
of the North American continent as 
well as the lower. Considerably more 
than 400 manufacturers, jobbers, con- 
tractor-dealers and central station 
men, as well as representatives of the 
engineering branch, gathered at a 
luncheon on Wednesday to hear Wm. 
L. Goodwin and Samuel A. Chase tell 
of the methods employed by electrical 
men in the United States to put the 
industry on a more co-operative, re- 
munerative and harmonious basis. As 
a result of these addresses the four 
branches of the industry took steps 
toward forming a committee to seek 
out ways and means of forming some 
sort of organization of the industry in 
the Province of Quebec. A smoker on 
Wednesday evening gave those attend- 
ing an opportunity to discuss in a more 
informal manner the points brought 
out by Messrs. Chase, Goodwin, Rock- 
afellow, Calder and McIntyre in the 
afternoon. 

At a luncheon on Thursday manu- 
facturers and jobbers, being the only 
branches having working associations, 
met to discuss topics of importance, 
while the afternoon was given over to 
a general discussion on merchandising, 
participated in by all four branches. 
The schedule was concluded by ad- 
dresses in French and English on 
Thursday evening at a banquet attend- 
ed by probably 800 men. The ad- 


dresses touched on the desirability of 
privately owned utilities and encour- 
aged co-operation in the industry. It 
was particularly urged that the bar- 
rier be broken down between the 
French and English interests in the 
electrical trade, an important subject 
in Canadian relations. On Friday 
many who had remained over dis- 
cussed, at a luncheon and dinner, the 
relations between manufacturer and 
jobber. 
* * # 


A. T. & T. Co. 
Net Earnings Increase 


In their annual report, made public 
March 1, the American Telephone and 
Telegraph Co. showed their net earn- 
ings for the year 1919 to be $60,000,- 
000. Dividends amounted to $35,000,- 
000 and interest charges $15,000,000. 
Of the balance, $4,000,000 was added 
to surplus and $5,000,000 to the re- 
serve for contingencies. The report 
showed that the company and its pred- 
ecessors paid dividends at the rate of 
$7.50 a year for the last 88 years and 
that in the last 18 years the rate was 
uniformly $8. The number of share 
holders on Dec. 31, 1919, was 120,- 
460, an increase of 8000 for the year. 
The total income of the whole Bell 
system during 1919 was $79,650,186, 
from which $89,000,000 was paid in 
dividends and $27,000,000 interest, 
leaving more than $12,000,000 surplus. 
The capital stock, bonds and notes 
payable to the Bell telephone system 
in the hands of the public at the end 
of the year was $1,060,000,000. On 
Dec. 31, 1919, the number of tele- 
phones in the United States constitut- 
ing the Bell system was 11,795,747, 
an increase of 729,748 during the year. 
There were 209,860 employes in the 
associated Bell companies who are op- 
erating 24,162,999 miles of wire. Re- 
port showed 11,000 telephone compa- 
nies in the United States, of which 86 
were associated with the Bell system 
and 9043 have stations connected with 
the Bell system. 

* * * 


G. E. Distributors 
Meet at Schenectady 


The General Electric Distributing 
Jobbers’ Club held their semi-annual 
meeting at the Mohawk Golf Club, 
Schenectady, N. Y., February 12, 18 
and 14. The address of welcome on 
Thursday morning was made by D. R. 
Bullen, manager supply department, 
General Electric Co., followed by R. 


E. Russell, who discussed “Tungar 
Rectifiers; Randolph Troy described 
“Transformer Specialties,” and Julius 
Tuteur, president the Electric Vac- 
uum Cleaner Co., spoke on “Vacuum 
Cleaner Marketing Methods.” At the 
afternoon session J.C. Dallam, J. H. 
Crawford and W. D. Yates told sev- 
eral things about “Wiring Devices,” 
after which J. H. Trumbull spoke on 
“Switch Devices.” In the evening A. 
D. Page and G. C. Osborne told the 
jobbers of new plans for marketing 
Edison lamps, and J. H. Trumbull de- 
scribed a hunting trip through the 
Rockies. Included in the Friday 
morning program were talks by J. O. 
Wetherbie on “Selling Fans,” and W. 
L. Goodwin on “Distributors’ Activi- 
ties.” J. A. Corcoran opened the aft- 
ernoon session with a discussion on 
“Merchandising,” illustrating his talk 
with charts and a full size section of a 
dealer’s store. Following Mr. Corco- 
ran were talks by George A. Hughes 
and J. D. A. Cross of the Edison Elec- 
tric Appliance Co., and A. W. Bur- 
card, vice-president of the General 
Electric Co. Gerard Swope, president 
International General Electric Co., 
was the speaker at the evening dinner, 
followed by Toastmaster Frank H. 
Gale, who introduced a number of 
novel entertainment features to cele- 
brate “Friday the Thirteenth.” Sat- 
urday morning’s session was com- 
prised of talks by C. Stark, Sprague 
Electric Works, on “Sprague Prod- 
ucts;” J. M. Smith, Ivanhoe-Regent 
Works, on “Service to Lamps,” and 
G. P. Norton, Duplex Lighting Works, 
on “Duplexalite Sales.” 
ea @& 

Women in Industry to Stay 

“Women workers engaged in indus- 
trial work during the great World 
War are there to stay,” says Mrs. 
Anna Lalor Burdick, of the Federal 
Board of Vocational Trading. ‘““Wom- 
en’s small hands are especially adapt- 
ed to work of certain industries re- 
quiring the assembling of delicate 
parts, as of adding machines, office 
appliances, Mazda lamps and elec- 
tric light equipment and appliances. 
In 1914 five-eighths of the employes 
of the Waltham Watch Co. factory 
were women. The typical watch- 
maker of the United States is a 19- 
year-old girl. Previous to the war 
foremen were employed in all indus- 
tries employing women; today these 
have been to a great extent replaced 
by forewomen.” 
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After Your Sale is Made— 


Are you satisfied merely to load-up your dealer? Or 
are you insuring his friendship and repeat orders 
by selling him goods that you know he can easily 
and quickly resell at a profit? 


THOR Electric Washers, Ironers and Vacuum 
Cleaners are easy to sell. The public and your 
dealers know they are reliable, convenient and ef- 
ficient. 






















And Hurley Service 
Helps the Dealer Sell. 






— .D: IDE 
P-aan@s HURLEY MACHINE CO. 





28 East Jackson Blvd. 
Chicago 





Toronto 


New York 
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Notes About Jobbers 


Minneapolis Gets 
New Electrical Firm 

The Northwest Electric Apparatus 
Co., 942 Security Building, Minneap- 
olis, Minn., has been organized by 
John A. Clark, president and mana- 
ger. Mr. Clark has been manager of 
the northwestern branch of the Dun- 
ean Electric Manufacturing Co. for 
the past five years and represented the 
company in that territory for the last 
ten years. H. R. McCullough, who 
assisted Mr. Clark his former 
duties, is secretary and treasurer. The 
company specializes in Duncan meters 
and transformers and in motors, gen- 
erators, switches and protective ap- 
The capitalization is $80,- 


in 


paratus. 
000. 
* * * 
Republic Company 
Opens New Branch 
The Republic Electric Co., 1820 
East Eighteenth street, Cleveland, 
O., has opened a branch house at Ak- 
ron, O., with T. D. Thomas in charge. 
* * * 
Vilett Forms 
New Electric Company 
On February 1, W. H. Vilett and 
Harry Bohn, formerly active in the 
management of the Sterling Electric 
Co. of Minneapolis, Minn., purchased 
the Household Appliance Department 
of that company and will operate un- 
der the name of the Gainaday Electric 
Co., with offices and salesrooms at 29 
South Fifth street, Minneapolis. The 
new offices, sales rooms, service room 
and warehouse will cover an area of 
12,000 sq. ft., and, Mr. Vilett claims, 
will be one of the largest concerns in 
the business devoted entirely to the 
sale of household appliances. Mr. Vi- 
lett has been connected with the elec- 
trical industry in the Northwest for 
the past 20 years and the manner in 
which he developed the Sterling Elec- 
tric Co. in the past six years is com- 
mendable. 
* * * 
Government Business 
Disliked by Jobbers 
Owing to the laxity of government 
agents in the handling of shipments 
and due to the poor methods being 
practiced in receiving, checking and 
payment, at least two jobbers have 
signified their intentions of refusing 
any more government business. Some 


long overdue accounts run as high as 
$5000 and, though jobbers were will- 
ing during the war to endure this by 
tightening up and stretching things 
a little, they feel that after a year of 
peace such conditions are unnecessary 
and not to be tolerated. It has cost 
jobbers in New York much time and 
money to go over the government’s 
agents’ delivery receipts to prove that 
shipments had been received intact. 
The business, being on a highly com- 
petitive basis and not very profitable 
under any circumstances, will be side- 
stepped by all jobbers if this condi- 
tion is allowed to continue to exist. 
* * * 

Inland Plans for Big Washing 
Machine Year 

The Inland Electric Co., of Chi- 
cago, has contracted with the Crystal 
Washing Machine Co., Detroit, Mich., 
for the purchase of $1,000,000 worth 
of washing machines during the year 
1920. The company has formed a 
special sales organization to handle 
this business and has acquired addi- 
tional storage space for housing their 
large stock. They will distribute the 
machines throughout northern Illinois 
and Wisconsin. The company is also 
planning an_ extensive advertising 
campaign in this territory. 

* & 

New England 
Jobbers Form Club 

The New England Electrical Sup- 
ply Jobbers’ Club is a co-operative or- 
ganization recently formed to knit 
more closely the various branches of 
the industry in that section of the 
country. W. F. Abely, assistant man- 
ager Western Electric Co., New Eng- 
land branch, has been elected chair- 
man, and Almon Foster, of the Fos- 
ter-McDonald Co., Boston, secretary. 
Through conferences of representa- 
tives of jobbers, contractor-dealers and 
central stations in New England, it is 
planned to produce more harmonious 
relations .and_ constructive efforts 
among the several branches in the 
field. The following committee has 
been appointed to confer with con- 
tractor-dealers: W. F. Abely, Frank 
S. Price, F. S. Hardy, E. C. Lewis 
and H. M. Savage. The committee 
to confer with jobbers’ representatives 
on behalf of the Boston district of the 
Massachusetts State Association of 


Electrical Contractor-Dealers is: F. A. 
Foresman, Newton Center, Mass.; 
George B. Quinby, state chairman, 
and James S. Safford, Boston. Later 
on a committee from the New Eng- 
land Section of the National Electric 
Light Association will be named. 
* * * 
Larger Quarters Needed 
The Greusel-Quarfot Electric Co., 
of Milwaukee, owing to their rapidly 
increasing business, have found it 
necessary to secure larger quarters 
for their offices and warehouse, and 
are now located at 23-25 Erie Street, 
between Broadway and East Water 
Street, Milwaukee. 
* * * 
Get First-Hand Knowledge 
of Electrical Equipment 
W. J. Flannery, president, Balti- 
more Electrical Supply Co., Baltimore, 
Md., at the company’s annual sales 
meeting, inaugurated an excellent plan 
to assist his salesmen in getting a first- 
hand knowledge of the construction of 
the equipment they are selling. It was 
proposed that ten of the company’s 
representatives, in charge of Sales 
Manager C. H. Lamar, visit the plants 
of some of the largest electrical man- 
ufacturers. C. H. Lamar, O. A. Flan- 
nery, George T. Hewitt, J. J. Smith, 
W. T. Connor, J. E. Levy, P. Sulli- 
van, George JZanzenberg, Simon 
Draun, J. Harry Gross, J. A. Hoh- 
man and J. F. Brennan of the com- 
pany made the trip, visiting Cleveland 
and Warren, O.; Pittsburgh, Pa.; 
Rome, N. Y.; Hartford, Conn., and 
New York City. ; 
* * * 
New York 
Jobbers Hold Elections 
At the annual meeting of the Elec- 
tric Club of New York, on Feb. 3, 
this jobbers’ organization elected the 
following officers for the term of 1920: 
President, J. L. Owen, of E. B. La- 
tham & Co.; vice-president, H. H. Ka- 
bat, of the Independent Electrical 
Supply Co. The executive committee 
is comprised of the following: W. J. 
Drury, Western Electric Co.; J. E. 
McClernon, Northwestern Electric 
Equipment Co.; Samuel Frost, Samuel 
Frost; J. D. Sweeney, Royal Eastern 
Electric Supply Co.; P. J. McSwee- 
ney, J. J: Leahy Electrical Supplies, 
Inc.; W. A. Kennedy, Sibley-Pitman 
Electrical Corporation, W. J. Kreger 
is secretary-treasurer, with offices in 
the Marbridge Building, 47 West 34th 
street, New York City. 
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The way is paved 
for the jobbers’ 
salesmen who carry— 


ECONOM 


renewable 


FUSES 


The first “Approved-In-All-Capacities” line using an in- 
expensive bare renewal link to restore a blown fuse to 
its original efficiency. 


Literally millions of readers see Economy Fuse adver- 
tising each month. This advertising blankets the coun- 
try, reaching the Great American Purchasing Public 
through the national and trade publications—and by di- 
rect literature through the mails. In addition to this an 
army of Economy Fuse salesmen is constantly opening 
up new business for the jobber and the retailer. 


Each advertisement carries this slogan: 
“Sold by all Leading Electrical Jobbers and Dealers.”’ 


This is the kind of co-operation which paves the way 
for orders from both dealers and consumers. 


Remember: “Sold by all LEADING electrical job- 
bers and dealers.” 


Benefit by it. 


Economy Fuse 2 Manufacturing Co. 
Chicago U.S.A. 


Economy Fuses also are made in Canada at Montreal. 





























































THE sopper’s J) SALESMAN 





Why Some Salesmen Fail 


Two Reasons Are Discussed in This Article by a Man Who Knows 


it HERE are many reasons why 
many salesmen fail. There 
are some reasons why some 
fail. These “some” are classed as 
- “successful” —near-experts; and yet, 
with this dealer or in that field they 
fail—they drop the dealer from their 
route, or ask for a new field. 

Why? 

This question lifts us at once to the 
higher grades of salesmen, and it is to 
them, therefore, that we indite these 
lines, for almost any salesman, with 
but a modicum of training by his firm 
or jobber, can sell to the “easy 
marks’’, and get orders from sales that 
have already been made through the 
public or private advertising of the 
firm. 

From these upper reasons ‘let us 
consider two. 


They Don’t Carry the War Into 
the Enemy’s Territory 


How do they ever expect to conquer 
and annex new territory, a new name 
here and another there, if they simply 
cultivate and re-cultivate their own? 

They say to themselves, “No use; 


the rival salesman has Jamison on his 


list; I am busy enough anyway, so 
why waste time by calling on him?” 

A year ago I landed at Danville, 
Ill. In the hotel bus with me were 
several knights of the grip. One of 
them said to another, “I have only 
two places to call at in this d—d old 
town and then I’m through”. I found 
out what he was selling and the two 
stores he had listed. In this way I 
readily discovered there were at least 
three other stores in. Danville - he 
should have “touched”, although they 
were being fed by another firm. 

By this I mean he could and should 
have gotten acquainted, at least. It 
would have consumed only a few mo- 
ments of his time just to drop in one 
of the stores on his way to the train 
that same afternoon, ask a salesman 
for the manager’s name, approach 
him and say, “Mr. Jamison, I just 
dropped in to look around; I like to 
look over stores handling—(mentions 
his line, ete.). Am glad to have met 
you, and will drop in again sometime 


By STANLEY L. KREBS 


when I’m around this way”. Do not 
give him your card or your name; 
deftly avoid that the first time you 
call by being or appearing in a hurry; 
let him wonder who you are. He'll 
remember the unusual approach and 
your cheery voice. Next time you 
come that way, drop in again and 
have a few cordial words of greeting, 
and pause a moment and look around 
the place as if sizing it up in an inter- 
ested manner. This time he'll ask 
your name and business, and that’s the 
open sesame. Tell him, show your 
line, but don’t solicit an order as the 
other fellow still has him; and effect 
your get-away by saying, “Anytime, 
Mr. Jamison, I can be of any service, 
I'll be glad to be it”. Leave, cheerily. 

Now what will happen? Sometime, 
Jamison is sure to get into trouble 
with the other salesman or with his 
firm, and then who'll he think of? 
Why, naturally, of that cheery per- 
sonality who called here sometime 
ago; and then, by mail or on your next 
round, you'll get the call and annex 
this plot permanently to your mercan- 
tile farm. 

If no trouble arises, keep on touch- 
ing him nevertheless; your chance will 
come; for the continual dropping of 
the water wears away the rock. 

List your touches. Keep a record 
for each town. Date them and make 
a short note of what you talked about, 
as, for example: “Jan. 26; Spohr; 
display window” or “Jan. 27; Dit- 
mar; collection letters’. Next time 
you drop in on Spohr talk of display 
windows, and Spohr will think you 
have had him in mind all the interim, 
and this will convince him you are 
really interested in his business and 
success, which you are. With Ditmar 
you discuss collection letters and it 
will exert the same pull upon his 
heart strings. 

Jim Ochre sold more lumber than 
any dealer in Adams county. He 
lived in a village of 1000, not in the 
county seat of 6000. What was his 
secret? “Touches”. He made what 
he called “missionary calls’ on the 
farmers. He lined them up in routes 


along the roads radiating from the vil- 
lage. In a buggy with a spanking 
pair of black beauties he’d drive up 
to a farm and cordially greet the 
owner, whether in field, barn or apple 
cellar. They'd walk around together 
chatting of crops, school, children, 
politics, news, neighbors, anything; 
occasionally Jim would say, “Bill, 
that garden fence is broken down con- 
siderably. When in town, drop in; I 
want to show you some lumber you 
might like for it”, or, “That board 
walk to the front gate looks shabby. 
A little fixing up wouldn’t hurt it’; 
and then he’d run on and chat, and 
when the sly old rascal was out of 
sight of Bill’s farm he’d stop his 
hoises and write down in a little note 
book after Bill’s name, the date and 
“Garden fence; boardwalk’. In two 
or six months Bill would “come to 
town”, and Jim, glancing at his note 
book, would ask, “How about that 
garden fence and boardwalk, Bill?” 
Well—it doesn’t take an _ inspired 
prophet to foresee Bill’s finish. And 
so Jim would do to Jake, and John, 
and Ike, and Mike—he simply had 
‘em caught by the cockles of the heart, 
and, once caught, they were his for 
life. He thus captured many a cus- 
tomer from his competitors in the 
county capital of Gettysburg, and sim- 
ply corralled the trade of the county. 
They wondered at it but never found 
out his secret. I did; for I was court- 
ing his charming daughter at the time 
and to curry favor with the old man 
accompanied him on several of his 
“missionary” trips. 


They Don’t Know How to Meet 
Mr. Cut-Price and Defeat Him 


So, cut out your natural dislike to 
break into new fields; kill your aver- 
sion to getting into the presence of 
untried prospects, and squelch your 
repugnance to their glassy stare or 
their look of ‘““Who the devil are you?” 
the first time you call to break the ice. 

Carry the war into the enemy’s ter- 
ritory. 

I give you three methods for turn- 
ing this trick, one of which I myself 
think is rotten. 
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Modern applications of electric heat have greatly improved 
methods of manufacture and saved many dollars prevt- 
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As in this case— 


G-E electric glue pots have saved 
thousands of hours previously spent 
in going back and forth attending to the 
heating of glue. 
Furthermore, enormous quantities of glue 
are saved by the use of an aluminum pot, 
because of its inherent unctuous surface and 
being automatically retained at uniform heat. 
The pot is a single aluminum casting, thus insuring 
equal distribution of heat in the glue. 


The single-heat unit used consumes just sufficient 
current to provide radiation loss and still maintain 


constant working temperature of glue. 
Up-to-date woodworking shops are equipped with an 
electric glue pot on every bench. 
For further information on this popular device send for 


descriptive sheet 69100. 
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Sales of Bell Ringing Transformers are not limited to 
battery displacement in existing homes 
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The Wayne 


Bell Ringing 
Transformer ; 
Household Ii Ree es ip 
in olive green . 
E: A Permanent Solution of 
the Door-Bell Question 


enam: 
A detail of refinement in the electrical installation well worthy of 
the architect’s attention is the Wayne Bell Ringing Transformer. 


The household size, about the size cf a baseball and weighing about 
ingi It is connected to 


’ 
, replaces dry batteries for bell ringing 
the standard alternating-current lighting circuit and has ample 
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capacity for door-bells and residential signal systems. 
There are aiso larger sizes for annunciator systems in clubs, hotels, 
large apartment houses, fire stations, factories and mines. 

i , con- 


7 
These miniature transformers are inexpensive, easy to install 
, and last indefinitely. 


a 
Th “is ajspecimen of the 
typeof advertising directed 
b architects urging the 

Brécifica ation of Wayne Bell 
r Ringers: . a ; C ; 

8 i$ as a touch of elec sume an infinitesimal amount of current 
frical#'refinement in new Wayne Bell Ringing Transformers end dcor-bell troubles for all time 
Fhouse constr Z } They represent an improve- 

. truction. ng ment which, value to the 
Fs property. They are approved by the Underwriters’ Laboratories. 
af 
WAYNE BELL RINGING TRANSFCRMERS 
can be furnished by any reputable electrical contractor 
33A-35 


“ 


ree OS pees 


* 
Fry 


er, 


- 
# and do away with battery renewals. 
wherever installed, gives additional 
oa. > 


Ee ey 
4 
; 


‘General E Flectric 
eet aee #s Company Seles Offons in 














Schenectady, NY. 





| The efficiency of any electrical appliance is largely depen- 
_ dent on the reliability of its wiring devices 








Vacuum Cleaner Plugs for Motor G-E Tumbler Switch 
and Handle Connections for Appliances 
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G-E ‘‘Standard”’ Porcelain Base Handle Switch for 
Attaching Plug Tumbler Switch Vacuum Cleaners 
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To Appliance Manufacturers: 


The G-E Thru Cord Switch 


A convenient means of breaking the circuit on 
heating devices or other household appliances is 
to be found in the G-E Thru Cord Switch, a 
quick-make-and-break mechanism to be inserted 
in the lead. Small but efficient, this switch offers 
an added refinement to appliance manufacturers 
for their line. Our specialists will gladly consult 
with you. 








To Appliance Dealers 


Motor driven appliances, the mainstay of the 
electric idea in the home, should prove easier to 
sell when wired with devices of known reliability. 
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General Office ( O Sales Offices in 
Schenectady, NY. all large cities. 
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The most versatile 
light in the world 


Salesmen who sell Duplex 
Lighting and become thorough- 
ly acquainted with its possibili- 
ties find that they are better able 
to meet the requirements of the 
Contractor-Dealer with Du- 
plexalite than with any other 
unit. 


The plain Duplexalite meets 
the demands of the Contractor 
who is interested in commercial 
work—and by adding the shades 
and trimmings the same Du- 
plexalite meets the requirements 
of the dealer or lighting fixture 
store catering to the residential 
and the more exclusive con- 
sumer trade. 


You sell the same unit for 
both commercial and home in- 
stallations. We are bringing the 
necessity for Duplexalite to the 
public with our full pages in 
color in the Saturday Evening 
Post and other national publica- 
tions as by countrywide news- 
paper advertising. 


Duplex Lighting Works 


of General Electric Company 
6 West 48th Street NEW YORK 





Duplexalite gly 


“The light to live with” 


is tioside 
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The late Professor Proctor was ex- 
amining a class of school girls, and 
asked one girl to define the difference 
between a man and an animal. She 
said: ‘A brute is an imperfect beast; 
man is a perfect beast”’. 


So we “ethical fellers” think of the 
“Cut-Price” fiend. And we are liable 
to say what we think, especially to 
our customers who quote the cut-price 
tous. This is one method of handling 
that fellow and his problem, which I 
shall list as The First Method. 


But, from a business building stand- 
point, it must be taboo, with emphasis 
on the boo. It is easy, it is tempting, 
it is human and it is common. But 
therein exactly lies one reason why we 
should avoid it, because we should 
strive to be different from others, for 
then we are talked about and adver- 
tised more. 


Moreover, it awakens some sym- 
pathy for the attacked. We are all 
tempted to side in with the under dog, 
and it awakens suspicion, at the same 
time, in the mind of our customer that 
we are prompted by jealousy to run 
him down, which involves the infer- 
ence that Mr. Cut-Price is getting the 
better of us,:and that that is the rea- 
son we are so angry at him. 

No; let us absolutely abandon this 
method of direct damnation for better 
ones of indirect. 


The Second Method 


Never refer to Cut-Price unless 
your customer quotes him or you see 
he is influenced by him; and even then 
it is best form and best business not 
to mention him by name, but to speak 
of the cut-price policy in general. 
And when you do, that is the time to 
do the job up “brown”, to tell your 
customers the truth, to instruct them 
in business fundamentals, to give them 
the facts, and to take time to do it 
thoroughly and once for all, for you 
must remember that most people are 
like puppies—off for every scent 
(cent). So when you see that they 
are sniffing the scent, that’s the cue 
to you for a good lesson, good and 
true. And here’s the lesson: 

Tell your customer that no firm re- 
sorts to cut prices on staple stocks if 
their regular business is O. K. and all 
their dealings on the square; cut 
prices usually show that they are sink- 
ing and try, by a trick, by a sudden 
and unethical act, to attract trade 


which they cannot attract or hold by 
their regular methods of conducting 
business, else they wouldn’t need such 


a sly trick. Such a business, tell 
them, is not stable; lacks business 
capacity; if it had capacity it would 
not be driven to extremities, like a 
drowning man grasping at straws. 

Tell them, moreover, that any one 
can easily see with a moment’s reflec- 
tion that what a firm loses on the cut- 
price line must be made up elsewhere, 
and if this is not done, collapse and 
bankruptcy are not far off; and then, 
Mr. Customer, where are you if you 
have been dealing with such a firm? 
When it fails, you will have to trans- 
fer your trade to a steadier and more 
reliable firm. Why not tie up with 
such a firm now and save trouble and 
vexation in the future? 

But, really, it is so important to 
get customers to know the stable basis 
of an honest and sound business pol- 
icy, that I would go a step farther. I 
would get across to the customers that 
all your firm asks is a fair per cent 
on investment—6 or 7 per cent, or 
whatever it may be. You must show 
them that some figuring is necessary 
here; that salaries must be included, 
and the selling cost, advertising cost, 
overhead expenses such as rent, light, 
heat, insurance, etc., and 6 per cent 
on investment of capital, and then and 
thus you get the cost of your goods 
which varies from time to time as 
these things vary in the general mar- 
ket. Say to them: “The Blank Co., 
Mr. Jamison, asks only 6 per cent on 
investment; the prices are fixed ac- 
cordingly”; then, if the customer 
questions or hesitates still further, 
say, “The manufacturer puts up the 
cost to the Blank Co.; the manufac- 
turer is governed by supply of mate- 
rials; production these days is way 
below normal, and so he must charge 
more. We could not live and serve 
you, Mr. Jamison, unless we get 6 
per cent. And he who cuts prices on 
one thing is likely to add it to other 
things, or else go to the wall even- 
tually and so could not serve you at 
all.” 

I have watched this method applied 
and have seen it work. The customer 
sees and feels that you have taken 
him into your confidence, the fairness 
of the situation strikes him favorably, 
and one such lesson in business funda- 
mentals lasts for a lifetime; so it is 
well to take the time required to give 
it and give it well. 


I saw an advertisement in a western 
newspaper (Iowa) of a certain wash- 
ing machine. It read as follows: 
“DON’T KILL YOUR WIFE. LET 
THE SMITH WASHING MaA- 
CHINE DO THE DIRTY WORK.” 
(Isn’t that a peach?) 


The Third Method 


So, don’t worry about the Cut-Price 
gent. Just do what has here been 
said and go on “sawing wood” and 
sleep the sleep of the righteous, for 
under those circumstances you can let 
Mr. Cut-Price go; don’t try to kill, 
break or damn him; his own system 
will do the dirty work in due time. 


Why Not Sales Engi- 
neers? 


“A rose by any other name may 
smell as sweet,” according to the well- 
known Mr. Shakespeare, but at least 
one jobber in the E. S. J, A. refuses to 
apply this principle in business. 

“Call a medical chap a quack and 
he’s a goner; call him a family practi- 
tioner and he collects two dollars a 
visit; call him a specialist, and he col- 
lects twenty. 

“Same way with salesmen. If an 
organization gets into the habit of re- 
ferring to its sales force as peddlers 
they soon become nothing but animat- 
ed order-books. Call them traveling 
men and they imitate the amusing but 
futile Mexican jumping bean, hopping 
about from place to place and leaving 
one job unfinished to start something 
a hundred miles away. But when a 
jobber adopts the serious program of 
organizing his business-builders into a 
corps of ‘sales engineers, ‘lighting 
specialists’ and ‘appliance promotion 
managers, he clothes them with dig- 
nity and makes it incumbent on them 
to produce real business.” 








Fire at American Elec- 
trical 


A little excitement caused 
among the employes of the American 
Electrical Supply Co., 953 West 
Washington boulevard, Chicago, IIl., 
during the morning of Friday, Feb. 
20, by a fire which broke out in the 
company’s E. H. 
Ames, sales manager of the firm, says 
that, though the damage was of small 
proportions, their shipping facilities 
have been temporarily impaired. “Bus- 
iness as usual,” is Mr. Ames’ promise. 


was 


shipping room. 
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/lew Service Station 





For the convenience of our 
customers we maintain the - 
following 

SERVICE STATIONS 


Ontario, California. 

St. Louts, 1003 Pine St. 

Seattle, Maritime Bldg. 

Boston, 138 Purchase St. 

Portland, 412% Stark St. 

Chicago, 157 W. Lake St. 

Atlanta, 24 Peachtree 
Arcade. 

Los Angeles, 505 Equitable 
Bldg. 

New York, 140-142 Sixth 
Ave. 

Salt Lake City, 147 Regent 
St. 

San Francisco, 155 New 

Montgomery St. 





[n order to acquaint the trade with our facilities for 
handling our steadily increasing business we are show- 
ing in a number of the trade publications the follow- 
ing plants and service stations throughout the coun- 
try: Factories at Chicago and Ontario, California; 
Service Stations in Boston, Portland, Oregon; Salt 
Lake City, -Los Angeles, San Francisco, St. Louis, 
Seattle, New York, Chicago, Atlanta and Ontario, 
California. 
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In Yew York City 


S| ALESMEN for hardware and electrical jobbing houses 
covering the Eastern States will be interested in our 
new Eastern headquarters shown here. 


The Building will house the offices of our Eastern: Sales District and also 


our New York Service Station..- 


The Service Station has triple the floor space available at the old location 
andsis, fully equipped to handle repairs and general service work for the en- 


tire New York area. 


Located at ™0-142°Sixth Avenue convenient to the elevated, surface and 
subway. linesthé office iseasily-rea¢hed from any part of New York. 


We would be glad-to have hardware and electricalsalesmen visiting: New 
York drop in and look ever our facilities for handlingthé increasing East- 


ern trade. 


This.ds-but-another example of the efforts we are making to take care of the 
trade—to @onvert the Work of salesmen into the money jingle of the dealer’s 


cash-régister. 


And that’s the answer, for all of us. 


EDISON ELECTRIC APPLIANCE CO., INC. 


CHICAGO 


NEW YORK ONTARIO, CALIFORNIA 

















ATLANTA 
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How Bill Spicer Made Sales 


A True Story of a Salesman Who Knew the Game 


ILL SPICER wasn’t exactly 
B the sort of fellow that you 

would pick out to make a good 
salesman. He most certainly did not 
look like a born salesman. He was 
red headed, had a crook in his nose, 
as the result of having broken it in a 
baseball game when he was a boy, and 
was not an attractive dresser. He 
was not even a glib talker. To all 
appearances he was just an ordinary 
dub, yet his sales were bigger than 
those of any other salesman on the 
force and his business was of better 
quality. 

When we asked him how he did it, 
he didn’t seem to know how to tell us. 
Sometimes he would tell us that he 
didn’t know and at others he would 
tell us that he just sold his customers 
what they wanted. We couldn’t seem 
to make up our minds whether he was 
one of those heroes you read about 
who don’t like to talk about their 
deeds of valor or his territory was a 
lot better than any of the other terri- 
tories. bale ; 

To tell the truth we rather thought 
that his territory was a good deal bet- 
ter than any of the other territories 
and we began to kick to have our ter- 
ritories enlarged. We wanted a little 
slice off his territory so that our’s 
would be a little richer and it would 
not be so hard to keep up with the 
pace that Bill was setting. 

Before the boss would cut off any of 
Bill’s territory, however, he did a lit- 

‘tle investigating. He made a few 
trips into the different territories 
alone and then he spent a few days 
with Bill. When he got through with 
this investigating it was all off with 
the rest of us as far as any increased 
territory was concerned. He just 
called us together, that is, all but Bill. 
You see Bill is bashful and don’t like 
to be around when he is being talked 
about or anyone is telling about his 
methods. 

Well when we all got together the 
boss opened up on us and made it 
very clear to us that we couldn’t ex- 
pect to steal any of old Bill’s terri- 
tory. 

“Men,” says he, “How do you sup- 


_ runs’ all the stores he sells to. 
got the whole bunch swearing by him. 
‘In some cases I rather think he just 


By J. E. BULLARD 


pose Bill Spicer is getting all the 
business he is out of his territory?” 

We couldn’t answer that question 
so he went on. 

“When Bill Spicer came to us I 
gave him that territory because it was 
open and I thought it was the worst 
territory that we had. Bill hadn’t 
had much experience in selling and 
he didn’t look to me as though he’d 
ever make much of a salesman, I 
didn’t see how he could do much harm 
on that territory though, he seemed 
to want to come to us very much and 
I took a chance. Soon he was turning 
in more business than we'd ever gotten 
out of the territory, 

“TI was beginning to believe just as 
you fellows did that I had guessed 
wrong and that the territory was good 
after all. There don’t seem to be 
anything about Bill that would make 
people buy and he most i certainly 
don’t talk like a star salesman. When 
I went’ out over the territory though I 
began to get my eyes open. 

“Do you know that Bill is sort of a 
business father confessor to the whole 
of his customers? They all tell him 
their business troubles and he helps 
them ‘out by giving them the best pos- 
sible advice. That fellow practically 
He’s 


makes out the orders for them and 
tells them what they are going to buy. 

“He has done this by helping out 
each dealer in some way or giving 
them very profitable information or 
advice. One of these dealers told me 
that he believes that Bill kept him 
from going into bankruptcy. This 
dealer had not collected the bills due 
him very promptly and as a result 
had not been able to pay what he 
owed promptly. He never took any 
of his discounts in those days and was 
not considered a very desirable cus- 
tomer. Finally the credit department 
advised that no more business could 
be accepted from him until he paid up 
in full. Bill went to this fellow and 
asked him why he didn’t pay up. He 
told him that it was very bad for his 
credit rating to let accounts run so 


long and that it would mean a con- 
siderable saving if he took advantage 
of all discounts. 

“How can I do that?’ asked the 
dealer, ‘I can’t pay my bills antil I 
collect what is owed me. Everybody 
on my books is perfectly good, and I 
can’t hurry them but they are a little 
slow and I can’t pay until I get my 
money.’ 

“Bill suggested that he’d go out and 
collect enough bills to pay our ac- 
count.” 

“*T couldn’t do that,’ the dealer 
objected, ‘If I let you go out to col- 
lect those bills these people would all 
get sore at me and I would lose their 
business.’ 

“Bill insisted, however. You see 
his red hair makes him rather stub- 
born, and finally they compromised by 
the dealer finally agreeing to experi- 
ment with a few customers. The 
dealer got the bills together and they 
made a call on a man who owed a con- 
siderable account. This man was 
amply able to pay the account yet it 
had run for a long time. 

“Bill started in and explained that 
the dealer needed a little money to 
pay an account with his house and 
that he had suggested that before 
going to the bank and borrowing the 
money that he go out and collect some 
of the accounts due. He explained 
that this was not a dun but that he 
was helping the dealer raise the money 
that he needed. 

“It wasn’t long before they left this 
man’s office with a check for the ac- 
count in full and an apology from him 
for not paying the account sooner. 
He had intended to do so but had mis- 
placed the bill and let it go. This bill 
was collected so easily that before 
they stopped they made a number of 
calls and collected enough money to 
meet all the urgent obligations of the 
dealer. 

“This object lesson opened the eyes 
of the dealer. It showed him that he 
would lose no friends by collecting ac- 
counts promptly but that on the other 
hand allowing accounts to run made a 
bad impression on both ends. It hurt 
his credit with the jobbers and it gave 
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Ask your Best # a 
Mechanic {0 pass"# Any expert mechanic will tell you that “Union” 
On n UNION Fuses * eaaneianatnd-niaatie we vane right. 


The tough, fire-resisting, substantial character of 
the fuse casing; the rigid manner in which fuse 
casing and metal ferrule are inseparably joined 
so that the cap screws on metal instead of fibre; 
the ease, speed and accuracy with which a blown 
link can be replaced; the small number and sim- 
plicity of the parts, and the precision with which 
the fusible element fits at the points of contact— 
all these features are indications of correct con- 
struction which the trained eye of the master 
mechanic is quick to recognize in 


a UNION 


RENEWABLE 


FUSES 


Moreover, leading electrical engineers will tell 
you that “Union” Renewable Fuses are electrically 
right. 

They excel in two ways, electrically and mechan- 
ically. A double service. 

“Union” Renewable 
Fuses are the only fuses 
approved by the Under- 
writer’s Laboratories 
that have a vanishing 
link. No danger of cor- 
roded nuts to make re- 
newal difficult. 


If you are interested 1n 
saving money our Fuse 
Engineer in your vicinity 
will inspect your plant 
and circuits, without ob- 
ligation, and tell you how 
to reduce your fuse main- 
tenance cost. 


Sold by Electrical Deal- 
ers everywhere. Booklet 


8 * cat ‘ : 
l i; NY AW YASS = Yj and Fuse information on 


SSA ES: 
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4 
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request. 
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f s - 
“ 4 Chicago Fuse Mfg Co. 
aos Oldest and largest manufacturers Of Fuses, Elec- 

trical Protecting Materialsand Conduit Fittings. 


CHICAGO NEW YORK 


TRADE MARK — 


REG. U.S.PAT.OFF. 





60 


THE JOS BE R’S SALESM 





AN 





his customers a poor opinien of his 
business ability. 

“This dealer told me that what Bill 
showed him and told him about credit 
caused him to change his method of 
doing business completely. Since 
then he hasn’t been letting accounts 
run until they are long overdue. He 
has been collecting them promptly, 
has been taking all of his discounts 
and is now a customer that jobbers 
are seeking. 

“This gives you some idea of how 
This dealer 
wouldn’t give any business to anyone 
else if he could give it to Bill. He 
don’t consider Bill as a salesman at 
all. 
tially that Bill wasn’t much of a sales- 
man but that he was a mighty good 
fellow who liked to help other people 
out of trouble and he considered that 
he owed it to Bill to do all that he 
eculd to help him out. 


Bill gets his business. 


In fact he told me very confiden- 


“ “Some of the men who call upon 
me, this told me, 
mighty good salesmen. They’re good 
talkers, good dressers, and live wires 


dealer ‘are 


in every way but those fellows don’t 
need any of the business I can give 
them. I don’t buy much from them. 
They're mighty good salesmen and 
will get along fine anyhow whether I 
buy anything from them or not. But 
it’s different with Bill. He isn’t much 
of a salesman. He spends so much 
time trying to help a fellow out that 
he hasn’t much time left to do any 
selling. I’m afraid that if I didn’t 
buy all I could from him he’d lose his 
job and I get so many good ideas 
from him in regard to my business 
that I really couldn’t afford to have 
that happen.’ 

“IT found it much the same way all 
over the territory. Everybody seemed 
to have as poor an opinion of his abil- 
ity to sell goods as I did when I put 
him into this territory but they all 
agreed that they got a lot of mighty 
A good many 
that 
They 


gave Bill the business because he was 


good ideas from him. 
Bill 


meant a lot of money to them. 


times made suggestions 


such a poor salesman that they were 
afraid that he would lose his job if 
they didn’t help him out and they all 
felt that it was well worth their while 
to do this in order to keep him coming 
around and giving those valuable sug- 
gestions. They seemed to be pretty 
well agreed that all the other jobber 


and manufacturer salesmen who came 


around were much better salesmen. 
In fact they were such good salesmen 
that there wasn’t any need of giving 
them any business. They'd get along 
all right anyhow. 

“Bill hasn’t been selling goods at 
all since he’s been out on that terri- 
tory. He’s just been giving away 
business ideas and the dealers have 
paid for these ideas by giving him 
orders. 

“T didn’t tell any of these dealers 
how much business Bill was doing. I 
didn’t tell them that he was topping 
the list of salesmen we are sending 
out. You see that these dealers were 
so sure that Bill isn’t a good salesman 
that if I had told them what sort of 
record he is making compared to the 
rest of you fellows they’d had a 
mighty poor opinion of the other 
salesmen that we employ.” 





Value of Attractive 
Packages 


HE purpose of packaging electri- 

cal goods is to make the public 
familiar with the package. The only 
way the public can become familiar 
with the package is for the dealer to 
keep packages on his shelves, where 
they belong, in full view of every cus- 
tomer who enters his store. 

As a selling stimulant, packaged 
goods are a distinct aid to the jokes 
ber’s salesman. Such goods sell fast- 
er. A customer who comes in for a 
push-button sees on the shelf behind 
the counter a dozen cartons which 
scream in bright colors for his atten- 
tion. He reads the label, “Bell Ring- 
ing Transformer.” He’s heard of 
such devices, but they always struck 
him as being highly technical contrap- 
tions, and probably expensive. Yet 
here is a little blue-and-yellow box, 
half the size of a cigar box, attractive 
as a box of fancy cakes. Nothing 
very technical about that, and surely 
the cost can’t be great or the store- 
keeper wouldn't have a dozen of them 
on the shelf. 
and the clerk cinches a sale. 

When a dealer has 
adopted one line of packaged goods 


He asks a question— 
Another point: 


and has placed it on his shelves, he is 
less liable to switch brands than he 
would be if the goods were under the 
He 


is less likely to take a flyer and order 


counter or out in the stock room. 


a half-dozen of something from the 


friendly salesman of a 


persuasive, 


competitive line. The dealer becomes 
attached to the neat, snappy appear- 
ance of shelves filled with attractive 
packages. He wants the labels all 
alike. He takes a prideful interest in 
keeping the stuff moving at a lively 
rate. 

So when any jobber’s salesman per- 
suades a dealer to put in a line of 
packaged goods and display them 
prominently on his shelves up near the 
front of the store, where every cus- 
tomer is sure to see them and where it’s 
easy to read the labels, he is helping 
the turnover and blocking off compe- 
tion. Incidentally, he is helping that 
dealer to become a better merchant, 
helping his clerks to handle trade in 
a snappier, more businesslike fashion, 
helping along the great movement 
which is now actively at work teach- 
ing the public that electrical merchan- 
dise is just as staple and simple as 
any other sort of merchandise. 

The package is a great institution. 
When the National Biscuit Company 
first adopted the package idea certain 
wisenheimers said they were crazy. 
When Sy Fralick began to put up lock- 
nuts in fancy candy boxes, the bulk- 
junk advocates said the same thing. 
But the public “caught on”—and, aft- 
er all, it’s the public that pays the 
profits. 





Goodwin Making Tour 
of South 


W. L. Goodwin will be the principal 
speaker at a series of meetings of elec- 
trical interest to be held in southern 
cities. He will explain the details of 
the Goodwin plan, its objects and the 
things it stands for in the development 
of the electrical business by the job- 
ber, manufacturer, central station and 
contractor-dealer. The various meet- 
ings will be held in the following or- 
der: Jacksonville, Fla., March 15; 
New Orleans, La., March 17; Bir- 
mingham, Ala., March 18; Memphis, 
Tenn., March 19; Little Rock, Ark., 
March 20; Nashville, Tenn., March 
22; Knoxville, Tenn., March 23; Chat- 
tanooga, Tenn., March 24; Atlanta, 
Ga., March 25 and 26; Columbia, S. 
C., March 27; Charlotte, N. C., March 
29. 


Mr. Goodwin on the trip and will also 


Samuel A. Chase will accompany 


address the meetings at the points 


named. 
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Four of the Many 
Easy Sellers 


The many points of superiority 
of H. & H. Switches and 
“Paiste” Wiring Devices make 
selling easy. Usually one solic- 
itation will introduce them, for 
their sturdy construction and 
good finish are instantly recog- 
nized. Thereafter, the test of 
service assures repeat orders 
without sales effort. 


“H. & H.” Switches have made 
the name of Hart & Hegeman 
the symbol of satisfaction for 
the past thirty years wherever 
such goods have been used. 














THE HART S HEGEMANM eco. 


HARTFORD, CONN., U.S.A. 































62 





THE JOBBER’S [A] SALESMAN 





The Quotation Department As 
a Stepping Stone 


Few Realize the Value of the Training in this Work 


EW young men realize the un- 
limited opportunities and elec- 
trical sales education that is 

thrust upon them when they enter 
the house sales or quotation depart- 
ment of an electrical supply house. 
Their position is a course in salesman- 
ship and marketing which could be 
obtained in few other positions or 
schools, and what is more, they are 
being paid instead of doing the pay- 
ing. They learn in their capacity the 
greatest requisite of an electrical sup- 
ply salesman—“The Source of Sup- 
ply”. 

A surprisingly large number of old 
and experienced traveling salesmen do 
not know whence the apparatus and 
supplies come that they are daily sell- 
ing. They are experienced at the 
good old game of selling, they may 
have personality, character, and mag- 
netism, they may know electricity and 
their line, but they do not know the 
source of supply and are consequently 
unprepared for the unexpected. 

The man, entering the electrical 
supply trade at the city sales desk or 
in the quotation department, believes 
he is starting at the so-called bottom 
and very often thinks he is stuck. If 
a man is stuck, he has no one to blame 
but himself. He has the knowledge 
of the whole electrical game on the 
end of his tongue in a few years and 
if he so desires can make excellent use 
of it at a large salary and in a com- 
manding position. 

The man in the quotation depart- 
ment may be likened more or less to 
the lawyer who, though he must be a 
very learned man in his profession 
and have ready in his mind laws an- 
cient and new, can not have on the 
tip of his tongue all the facts he needs 
to use in the daily court procedures: 
what he must know is where to find 
it and how to use the information 
when it is located. He has an im- 
mense library from whence to obtain 
the facts he must present in his 


By D. G. PILKINGTON 


client’s defense—and he understands 
how to utilize it. 

Thus it is with the quotation sales- 
man. He can not know everything 
or each article listed in his firm’s 
catalog, nor can he be familiar with 
each little article on which a price is 
requested every few moments of his 
day. A man in his position is called 
upon to give a price without a mo- 
ment’s hesitation on any article from, 
a key socket to a farm lighting plant. 
To do this, he has at his command a 
library of jobbers’ and manufacturers’ 
catalogs, a multitude of price lists 
and pamphlets on the thousand and 
one new electrical knicknacks that are 
continuously appearing on the market. 
He has at his beck and call the expert 
advice of dozens of specialists repre- 
senting manufacturers of apparatus of 
every description. Thus it is, though, 
like the lawyer, he can not be a walk- 
ing encyclopedia, he must know where 
to find information. 

With all this information at the end 
of his fingers, why should not a man 
in the quotation department, with am- 
bition and with an alert mind, become 
in the course of a few years’ time an 
expert in his line? The best ‘supply 
salesmen in the game today and those 
commanding the largest salaries are 
the ones who began in the quotation 
department. I know of at least two 
men (and there are doubtless many 
more), who are now the vice-presi- 
dents and sales managers of two of 
the largest and most reputable elec- 
trical supply houses in the country, 
that started in the quotation depart- 
ment years ago on a salary of nine 
dollars a week. 

The man in the house sales and 
quotation department is his own in- 
structor and pupil. His ability to 
learn depends on his ability to in- 
struct himself and keep his mind alert 
to his possibilities. If he expects to 
keep it all in his head he will fail and 
if he expects to learn everything at 


once he will find the going exceedingly 
difficult. It must come slowly, but be 
indelibly written in his mind. 

The easiest thing in the world is to 
obtain a note book and list therein 
alphabetically every electrical device 
he can think of, under each caption 
placing the names of the different 
manufacturers who produce each par- 
ticular article. In conjunction with- 
this index he can keep in his desk 
two files, one containing copies of 
large manufacturers’ catalogs and 
the other comprising descriptive lit- 
erature of small manufacturers who 
circulate only small pamphlets or 
folders. On the back of his desk he 
can arrange the different jobbers’ 
catalogues to which he must most fre- 
quently refer. Besides these other 
indexes and files the quotation man 
would find it very handy to use a 
small file in which to keep the cards 
of the many manufacturers’ repre- 
sentatives who call on him, arranging 
them alphabetically according to the 
name of the firm, or the name of its 
representative, whichever he. may 
choose. 


With the assistance of the man in 
charge of compiling the sheets for his 
large price book, he can keep his 
prices up to date with little trouble 
and need not prowl around for an 
hour or more trying to find the places 
to buy this or that. The majority of 
prices may be kept in his regular 
price book but price lists, on such ar- 
ticles as are seldom called for, may be 
attached to the catalog or pamphlet 
which it covers. 

One instance might be cited of one 
quotation knowing his 
source of supply. An inquiry came in 
to his house requesting a figure on a 
special design of power panel. The 


salesman’s 


man to whom the inquiry was referred 
had not even a catalog, let alone a 
price list covering the make of panel 
specified; but he did have his refer- 
By referring to the file he 


ence file. 
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We have a large supply of Electri- 
cians’ Knives, Scissors and 
Tweezers on hand and can make 
immediate shipment and offer 
attractive trade discounts. 


These are: staple articles 
which can undoubtedly 
be stocked to advantage. 


Description and Quotations on request 


Mathias Klein & Sons 


Tool Manufacturers 
Offices and Factory, 3200 Belmont Ave., 


CHICAGO, ILL. 
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learned the manufacturer had ‘no 
branch office in his city but was rep- 
resented by a “manufacturer’s agent’. 
He immediately called this agent by 
phone and requested him to call to go 
over this subject. The agent at once 
submitted the specifications to the en- 
gineers at the factory and in 48 hours 
the quotation salesman had submitted 
a winning price to the prospective 
buyer. The order was received by re- 
turn mail amounting to well over a 
thousand dollars. 

Still another case is that of a 
quotation salesman’s knowledge of the 
source of various grades of wiring de- 
vices. A large Northwestern public 
utility company had contracted with 
a number of wealthy farmers in South 
Dakota to erect lines to their various 
farms in the place of each installing 
a costly farm lighting plant. The 
farmers each bought two hundred and 
fifty dollars worth of the companies 
seven per cent stock and agreed to 
pay for the service at the standard 
prescribed rate, thus assisting in pay- 
In this event the 
company was required to purchase 
materials at a low and specific price. 
It happened that the president of the 
power company called on a quotation 
salesman in one of Chicago’s large 
The order belonged 
to the salesman, he was told, if he 
could keep within a certain limit. 
This salesman having a ready list of 


ing for the line. 


jobbing houses. 


manufacturers who produced a line of 
cheaper wiring devices at once re- 
ferred to his files for the desired in- 
formation. As a result he compiled a 
quotation which, besides netting him 
the order for about four thousand dol- 
lars worth of material, easily paid his 
salary for some time to come and 
made money for his firm. 

who has served in the 
department need not be 
merely an order taker when he goes 
out on the territory. 


The man 
quotation 


In the quotation 
department he has come to be more 
or less of a sales engineer and many 
term In the 
salesman 


themselves as_ such. 


quotation department the 
has been forced to learn how to figure 
out material needed for wiring houses 
or erecting pole lines. Many are the 
contractor-dealers who cannot do such 
tasks and who write to their preferred 
jobber for the favor. 

The quotation salesman must learn 


how to figure the number of feet of 


wire required for the job, the differ- 


ent sizes needed and the lengths of 
each; he must know the different wir- 
ing devices, the number needed and 
how to figure the most attractive price 
on each; the quotation man is com- 
pelled to be a freight rate clerk; he 
must know how to equalize the 
freight, know the different allowances 
of freight and f. o. b. points, if he ex- 
pects to see an order come in from 
his efforts. Obtaining the material 
that constitutes the job from the near- 
est shipping point is a necessary fac- 
tor in preventing the item of freight 
from running an unattractive total. 

All such points in figuring apply 
more to jobs on pole line construction 
than to house wiring as freight is a 
more pronounced factor. A price fig- 
ured delivered, though it may be high 
is quite often accepted merely because 
it is figured delivered. 


In the quotation department the. 


man’s relations with the salesmen are 
so intimate that he learns their every 
whim, what they lack, and the good 
points they possess. The quotation 
man being in close touch with the sales 
manager learns the handling of men, 
in fact, he has the opportunity of 
learning first hand the requirements 
of the salesman and executive. His 
chances are unlimited, for when the 
subject is checked over the whole firm 
centers around him, he is the hub of 
the wheel. 

Thus it is that after a man has 
become an expert in the quotation and 
house sales department he is a special- 
ist and might qualify for any of the 
three positions of salesman, purchas- 
ing agent, or traffic man. This is the 
day of experts, and the electrical sup- 
ply house being still in its infancy, he 
has the opportunity of some day com- 
manding a position of high authority 
and salary. The man who tries and 
digs need not be a “peddler” all his 
life, he can do his own choosing some 
day and sooner than the man who has 
not been educated in “The Source of 
Supply”. 





Fairlie Monarch Sales 
Manager 


Howard W. Fairlie has been ap- 
pointed sales manager of the Monarch 
Electric Co., Ltd., Montreal, Quebec. 
For the past eight years Mr. Fairlie 
has been connected with the Northern 
Electric Co., devoting his time to sales 
work. 


Merchandise-Plus- 


Service 


O salesman can be a true suc- 

cess until he ceases to sell 

merchandise and becomes a purveyor 

of service,” is the conviction of one 

very successful jobber’s sale manager 
(name on application). 

“The turning point in many a sales- 
man’s career occurs when he realizes 
that folk do not buy merchandise, but 
that they buy the service which mer- 
chandise gives them. Nobody wants 
lamps; but everybody wants light. No- 
body wants motors; they want power. 
So the sure-enough salesman looks 
beyond the goods and studies the serv- 
ice those goods give. 

“All this is old stuff to smart sales- 
men, but there is now another step to 
be taken. Most of us still think that 
a merchant who buys goods to sell 
again is interested in the goods as 
goods. He’s not. He is interested in 
the goods for what they will bring him 
—rapid turnover, prestige, satisfied 
customers, profits. So the jobber’s 
salesman of today must be prepared 
to give the merchant merchandise plus 
service ; that is to say, he must be able 
to sell the merchandising result which 
accrues to the retailer who buys his 
he must sell the manufactur- 





lines 
er’s advertising, the window trims that 
attract trade, the counter displays that 
tempt waiting customers, the demon- 
stration service that actually moves the 
stock. 

“I admit that this makes it a tough 
world for the salesman. Just about 
the time he succeeds in creeping up on 
his job and getting a fair toehold on 
illuminating engineering, the National 
Code, power applications, industrial 
heating and a few other simple mat- 
ters, he suddenly wakes up and finds 
that he must add a new song and dance 
tu his repertoire, and become a consult- 
ing expert on storekeeping, retail ad- 
vertising and counter salesmanship. 


“Well, now you got that off your 
chest, what you going to do this after- 
noon?’ asked the representative of 
Tue Jopper’s SALESMAN. 


“Gotta run down to New Palestine 
on the trolley. Think I can sell an 
out-door sub-station, and I have to 
put on a special sale of dishwashing 
machines for one of our dealers, and 


maybe snipe a lamp contract. S-long.” 
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PUSH VS PULL 


Have you ever stopped to analyze the methods by which most specialty articles travel from manufac-. 
turer to consumer? 

PUSH—The non-advertised, non-standard article is PUSHED by the maker to the agg a the jobber’s 
salesman PUSHES it on to the dealer; the dealer PUSHES it to the consumer—maybe. For what dealer 
nowadays can be salesman for each of the hundreds of lines he handles? 

Contrast this with the method of PULL. The Manufacturer’s National Adevertising “sells” the con- 
sumer on his trade-marked line; the consumer PULLS on the dealer; the dealer in turns PULLS on 
the jobber’s salesman for deliveries; and the jobber’s only worry is whether he'll be able to PULL 
enough goods from the manufacturer to keep his dealers’ enthusiasm up to boiling point. 

In case of A B C Electric Washing Machines, the A B C National Magazine Campaign exerts the CON- 
SUMER-PULL. In over seven million homes—three-fourths of the “electrified” homes in America— 
A BC Advertising is read every month. 

The A B C dealer travels with the current. 


The Sec imo | ALTORFER BROS. COMPANY 


tioned in the February issue will 
appear _in April. PEORIA ras" ILLINOIS 


Foreign Sales Dept. 49 Broadway, New York 
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Is It In Stock? 


Handy Form That Will Keep the Salesman Posted 


on Conditions in the House 


ply is falling so short of meeting 

the demand, the first question 
asked by a dealer of a jobber’s sales- 
man is, “Have you got it in stock?” or 
“How soon can you make delivery?” 
There was a day when these questions 
were only incidental; it was regarded 
as a matter of fact that shipment 
could be made from stock, but today 
price and quality, though they still 
play an important part in the sales 
talk, are, from the dealer’s viewpoint, 
matters of secondary consideration. 
The question of delivery comes first, 
and to successfully “get in with his 
customer or prospect” the salesman 
must talk about whatever is foremost 
in the dealer’s mind. 


if these disturbed days, when sup- 


Few salesmen today, when asked 
about delivery, are in a position to say 
more than “We will make delivery as 
soon as possible.” Or, probably, the 
dealer wants some kind of a promise 
before he will agree to place the or- 
der. In his desire to obtain the order 
the salesman may make a rash prom- 
ise which he knows down in his heart 
cannot be Yet there 
should be some means of giving the 
salesman some idea of how the stock 


carried out. 


of each article (at least each standard 
and fast-moving article) stands, or 
how soon shipment could be made. A 
form similar to that shown in Fig. 1 
might be employed. 








Weekly Report of Shipment Promises 





RR ccemenmes 
To the saleemen: 

During the past week we have received re- 
porte from the factory to the effect that equipment apply- 
ing on ord@re from your customers wil) be ehipred ase fol- 
lows: 


Date or number 


Shiprent 





Remarke 














(Hame of company) 
(Department) 








Fic. 2.—SuGcGestions FoR WrEKLY Report. 


This form (it is merely .a sugges- 
tion) might be used as a daily report 
from the service, sales or any other 
department as the house may direct, 
to the salesman, giving him an idea of 
how he can talk to his customers on 
the delivery problem. The report, of 
course, could not be accurate, but it 
would give him something to work on 
—something upon which to form a 
promise. Report of receipts of stock 
shipments could be made each night 
by the receiving room to the party 
sending out the reports to the men, 
while factory reports on shipments of 
various commodities could be based on 
circular letters from the factory, re- 
ports made by factory salesmen or 
information gleaned from trade pa- 
pers. 

It becomes irritable to the salesman 
to have to admit ignorance as to deliv- 
ery, and a great many dealers, not re- 
alizing or caring to realize the situa- 
tion, come to believe the salesman does 
not know his business. A jobber’s 
salesman is looked upon as more or 
less of a walking encyclopedia, and de- 
livery is one of the multiplicity of 
things he is expected to have stored 
up in his illimitable amount of learn- 
ing. Naturally it is impossible to talk 
definitely on the topic of delivery, but 
if the salesman had some such founda- 
tion for conjecture he would be a lot 
more welcome on the doormat of his 
prospect. 

Then, too, a dealer may have placed 
an order with the house, and not be- 
ing much of a correspondent, as is true 
with a large number of dealers, or not 
having heard from his letter to the 
jobber, is wondering how things stand 
with regard to shipment. In turn, his 
customer may be continually after him 
as to when he will get his percolator, 
or whatever it may be. The salesman, 
chancing to come around about this 
time, then finds the dealer in a rather 
unreceptive mood. Not having any 
late information at hand with which 
he might pacify the dealer, the sales- 
man is at a loss to know what to say 


to calm the sterm. Here, again, a 





Daily Rerort of Receipte and Shipring Promises 





Date. 
To the salesmen: 
We today received in our receiv- 


ing room etock shipments ef the following supp- 


lies in the quantities shown: 





Factories are reporting the 
following deliveries on their producte: 


Name of 





Kindly be guided and inform your 


customere accordingly. 
Youre for orders, 
(Name_of Company) 
(Department ) 








Fic. 1.—Datty Report Foro. 


weekly report of the nature shown in 
Fig. 2 might be of some assistance. 

In concise form this report would 
give the salesman information of as- 
sistangé to the dealer, and probably of 
value to him in trying for another or- 
der. 

In conclusion, taking conditions as 
they are today, the jobber’s salesman 
is required to be, not only a seller of 
goods, but a diplomat, one with tact 
and prudence who can reason with his 
clientelé. He must be able to enter 
upon a dealer’s threshold and trans- 
form a grouch into a smile. In this 
diplomatic position he is the connect- 
ing link between his house and his 
customers and keeping the family in- 
tact, with each member satisfied, is by 
no means an easy job. He is adept at 
this work today, but with the produc- 
tion of factories so far below par, this 
duty is made more enigmatical by his 
lack of current information. 





Shreeve Decorated 


Lieutenant-Colonel Herbert E. 
Shreeve of the Western Electric Co., 
New York, recently received his sec- 
ond military decoration by being made 
a Chevalier de la Legion d’Honneur, 
which is one of the highest decora- 
tions it is possible for the French 
government to bestow. Last spring 
Mr. Shreeve received his first decora- 
tion in the form of the Distinguished 
Service Medal, which he received 


through General Pershing. 
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A HACK SAW BLADES 


(NON~BREAKABLE ) 





the name implies, “Non- 
Breakable.” — o 
A big demand exists 
,among Electrical Con- 
tractors, Industrial Plants, 
‘Railroad Shops, etc. You 
_can.cash in on this demand 
by selling Atkins “AAA” 
Blades all the time. 
Get our plans for. increas- 
ing your sales. 
| We makea better saw for 
| every use including Power 
/ Hack Saw Blades, also 
Metal Cutting Circular 
Saws, Metal Cutting Band 
Saws and Machines and 


Kwik Kut Hack Saw 





Write us today. 


Fhese Blades are what: 











E. C. ATKINS & CO,, Inc., ™33#'" Indianapolis, Ind. 


“The Silver Steel Saw People’’ 


Canadian Factory: HAMILTON, ONTARIO Machine Knife Factory: LANCASTER, N. Y. 
Branches carrying complete stocks in the following cities: 
Atlanta Minneapolis Portland, Ore. Paris, France 
Chicago ® New Orleans : San Francisco Sydney, N.S. W. 


Memphis * New York City a Seattle Vancouver, B. C. 
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HOW I LEARNED TO 


that word, implied, when you strike 
out the first three letters?) would cure 
every disease known to man or beast; 
and he made those poor innocents be- 
lieve it. They took his concern for 
their welfare at its face value and 
bought generously of him. * * * But 
I noted that he lost no time in whip- 
ping up his horse and disappearing 
down the road in a cloud of dust as 
soon as the last sale had been made. 

“Now, I had seen such occurrences 
many times before and knew from ex- 
perience that those who bought such 
medicines were cheated; but do not 
think that the incident would have 
helped with my desire to understand 
the secrets of selling had it not been 
for two things—first, my resolve to do 
se and get busy at once, and, second, 
the dealings and conversation which I 
had just had with a real doctor. Be- 
cause of those things I saw that fakir 
and his methods in a new light! the 
performance was, for the first time, 
obnoxious and revolting. But what 
really hurt and startled me was this: 
I realized that my own attitude to- 
wards my customers had been but lit- 
tle less worse than that of the fakir 
towards his dupes. 

“The realization that I 


(Continued from page 14) 


ing the responsibilities and fundamen- 
tals of their selling work as I have 
devoted hours to the study of medi- 
cine, and days to learning how to 
make use of what I know and to serve 
worthily as a doctor.’ That's what it 
was that came into my mind, and I 
could almost hear the pleasing voice 
and see the clear eyes and honest face 
of the doctor as he had looked when 
he said it, too. Then I walked over to 
the glass and studied my own face. 
* * * TI shook my fist at myself 
and added myself up in terms that 
would not print even if I did repeat 
them; so there’s no need to tell you 
what I said. But there was some- 
thing that I did say that will bear re- 
peating, because it’s the nub of all 
that I have been trying to say and 
hope to say. I did not think the thing 
out; it came rather in a flash of in- 
spiration, caused, I dare say, by my 
being so deeply moved and terribly in 
earnest. Anyway, the words burned 
themselves indelibly into my memory. 
I made them the first commandment 
in my new creed of selling. 
A Real Salesman’s Rules of Selling 
“Here is the thought that has been 
my basic rule for selling ever since 


SELL 


the capacity of a true friend and wise 
counselor. Now, that rule is not very 
long, but I do believe that no man 
can live up to it completely without 
first having made of himself a sales- 
man of the very highest order. Just 
let me tell you the discoveries that I 
made through trying to observe it con- 
sistently. 

When I have done that my story 
will be complete. 

“First—must deal honorably with 
his customers in all things. What 
does that require of the salesman? 
That he be thoroughly acquainted with 
his goods, first of all, not merely a 
parrot-like recitation of catalog spe- 
cifications, but a comprehensive . un- 
derstanding of how the goods are made 
and why they are made as they are 
made, as well as knowing all about the 
service they perform and how they 
can be best used or operated. Be- 
cause without that knowledge the 
salesman cannot honorably employ his 
powers of persuasion to convince the 
dealer that it will be good for his busi- 
ness to stock and sell those goods. 

“Second—act always in the capac- 
ity of a true friend and wise coun- 
That is a_ stiff requirement, 

take it from me. I know. 


selor. 





had been inspired only by 
the selfish desire to get 
money for myself bit into 
my soul like acid. The wish 
to deal with my trade on 
the basis of friendship and 
confidence had never been 
I preferred rather 
for 


mine. 
to contest with them 
their orders, matching my 
wits and skill against 
theirs, and making of the 
whole affair a gamble and 
a game. My goods had 
constituted simply so many 
pries for use in breaking 
into the dealer’s bankroll, 
and the realization sick- 
ened me. But it was gos- 
pel truth, and I had to 
admit as much to myself; 
I did not have a real friend 
among the dealers that I 
sold, not one. Then some- 





thing the doctor said popped into my 
mind, and I saw the light. 

“*T sometimes think,’ he had said, 
‘that the great majority of salesmen 
do not put in as many minutes study- 





“I Reatizep TuHat My Own 
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But I do verily believe that 
therein is the real secret of 
selling successfully. Stop 
and think—to act in the 
capacity of a true. friend. 
Naturally, of course, that 
means to merit and earn 
the friendship of the deal- 
er in return, because it is 
an infallible law that like 
attracts like. And if the 
salesman, and the dealer 
are really friends, there is 
then no need for salesman- 
ship of the kind that is 
taught in books, because it 
is natural for the dealer to 
wish to favor his friend the 
salesman whenever and 
wherever possible. The 





<3 








Towarps His Dupes.” 


the words came to my mind: The 
man who would sell successfully and 
without injury or detriment to himself 
must deal honorably with -his custom- 
ers in all things, and act always in 


ArtitupeE Towarps CusToMERS 
Hap Been Bor Litrrite Less Worse THan THAT oF THE FAKIR 


need for the salesman to 
employ selling tactics to 
secure the order of his 
friend the dealer simply 
does not exist, under those conditions. 
But friendship entails responsibilities, 
serious ones. If I am friendly with a 
man, and through that regard for him 
I give him my trust and the power to 
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The HEMCO TWIN-LITE plug is one of the fastest moving specialties on the market 
today. 


A HEMCO plug should go with every appliance sold. Every home and office can use 
them—twin service from a single socket. 


Are your customers taking advantage of this real sales opportunity? 


We furnish every possible sales help to the dealer—folders, window and counter dis- 
plays, etc. Be sure your customers understand the importance of this service. 


Twin-Lite plugs are packed in attractive cartons. They make a strong appeal, even 
from the shelves. 


Our advertising to the dealers—to your dealers—is awakening widespread interest. 
Take advantage of this responsiveness. Help your dealer cash in. 


GENERAL SALES AGENTS" 


GEORGE RICHARDS & CO. 


555 WEST MONROE ST., CHICAGO, ILLINOIS 
' Eastern Agent Western Agent 
R. B. COREY COMPANY GEO. A. GRAY COMPANY 
39 Cortland Street 589 Mission Street 
New York San Francisco 


Twin Service from a Single Socket 
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To “Emerson” 
Salesmen: 


For every salesman of 
The Emerson Company 
meeting the trade there 
are a hundred men sell- 
ing Emerson apparatus 
who are actually 
"Emerson" salesmen. 


We believe everyone of 
them who knows Emerson 
motors or fans, the 
quality of Emerson serv=- 
ice to the jobber and 
dealer and the soundness 
of the Emerson policy, 
counts the Emerson lines 
as one of the strongest 
assets he has. 


Perhaps there are some 
of you who do not know 
the Emerson Company, 
Emerson products or 
Emerson service. You 
are the ones whom we 
would particularly like 
to know and hear from. 


If you have a problem 
to meet, a hard customer 
to convince or any doubt 
of your ability to "sell" 
The Emerson lines, write 
us and tell us your 
troubles. 


If you feel that you, 
your house or one of your 
customers is not getting 
more than a Square deal 
from us, tell us or your 
Sales Manager the facts 
and leave it up to us. 


We want you for and 
with us, in spirit, as 
we are for and with you. 


THE EMERSON 
ELECTRIC MFG. 


St. 


Co. 
Louis = New York 








influence my mind, he in turn must as- 
certain responsibilities in all that he 
says or does that influences my deci- 
sions. And that brings me to the final 
and most difficult rule of all. 

“To act always in the capacity of a 
wise counselor. Just think what that 
entails! A knowledge of the dealer’s 
business, of his opportunities for 
trade, of his abilities, and his financial 
strength. I am mentioning only the 
high spots. Also, it requires that the 
salesman himself be posted regarding 
the most successful retail methods of 
selling and advertising, as well as 
knowing a lot about what is included 
in that much used word, service. With- 
out that knowlege he cannot advise in- 
telligently ; he simply must know those 
things. But with the ability to live up 
to those few rules, the salesman be- 
comes a power in his field; competi- 
tion is something that he knows of 
only through hearing less_ well- 
equipped men talk about it. But, con- 
found it all! About as fast as I get 
our salesmen trained into doing those 
things, the powers that be wheedle 
me out of them, and give them more 
important work to do. 

“Anyway, I have given you my 
thoughts, and hope that you will find 
them of some use Your readers, 
though, may say that my rules are a 
bit difficult to live up to. They are. 
That’s why there is always plenty of 
room for men who are willing to put 
the best of themselves into their work. 
That’s why the good old doctor is suc- 
cessful. Do you remember what he 
said? ‘To put myself in the way of 
doing those things I worked and saved 


for five years in order to get money 
enough together to put myself through 
college, where I put in four years of 
hard grinding before securing my di- 
ploma and the authority to sell my 
services when opportunity present- 
ed.’ +) 


The Salesman 

If a salesman is lukewarm when he 
boosts the goods he sells, you will 
never see his form wearing handsome 
silver bells. Now and then a languid 
guy comes to sell me books, or trees, 
or a strip of azure sky, or a swarm of 
bumble bees. But his coming is in 
vain, for his manners don’t convince; 
and I teil him, speaking plain, he’s a 
lemon or a quince. Then there comes 
a sprightly skate who is brimming o’er 
with zeal; he will burble and orate 
and put up a noble spiel. The enthu- 
siastic gink, this inspired and gaudy 
jay, ere he’s finished makes me think 
that his goods are all O. K. He is 
talking through his fez, dealing bunk, 
I later guess, but believes in what he 
says—that’s the secret of success. So 
I buy some duplex chairs, or a large 
revolving churn, or a span of polar 
bears, or a lamp that will not burn. 
If a salesman cannot talk in a fine im- 
passioned vein of his tall self-winding 
clock, or his patent logging chain, if 
he cannot make us think that his 
wares are all sky-high, he had better 
take a drink of formaldehyde and die. 
Earnestness a man must have if as a 
salesman he would win, whether he is 
peddling salve or an auto built of 
tin.—Walt Mason. 


















































“Ty Is NatrurAL FoR THE DeaLteR TO WisH TO Favor His 
FRIEND THE SALESMAN.” 
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“PARANITE 





That trade mark and slogan stands for some- 


thing in the industry. 


Wherever wire or cable is used PARANITE is 


known—and favorably too. 


You salesmen who take personal pride in your 
customers’ satisfaction can unhesitatingly tie to 


PARANITE. 





RUBBER COVERED WIRES 
AND CABLES 


LEAD COVERED WIRES AND 
CABLES 

HIGH TENSION CABLES 
AUTOMOBILE CABLES 
TELEPHONE WIRES 

LAMP CORDS 

PORTABLE CORDS 

FIRE ALARM CABLES 
MINING MACHINE CABLES 











PARANITE Wires and Ca- 
bles are Merchandised 
through the Jobbers only and 
not to your Customers. You 
are not selling a New Code 
tag. 

You are selling a Branded ar- 
ticle, better than Code re- 
quires. For 30 years the stand- 
ard. 


Indiana Rubber and Insulated WireCo. 


FACTORY AND GENERAL OFFICES 


JONESBORO, IND. 


CHICAGO OFFICE 
210 So. Desplaines St. 





NEW YORK OFFICE 
63 Vesey St. 
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EMF 
Electrical 


Year Book 


A Combined Electrical 
Encyclopedia, Trade 
Directory and Dictionary 








Embracing in a Single Volume 


(1) An encyclopedia dealing 
with the history of electricity and 
the vital statistics of the industry. 


(2) A complete trade directory 
giving a full list of all manufac- 
tured products, trade names, list of 
manufacturers and much other 
trade information. 


(3) A modern dictionary of all 
electrical terms, with special refer- 
ence to practical electrical engi- 
neering and construction. 


The EM F Electrical Year Book is being 
edited by a corps of experts who have a 
keen appreciation of the needs of the 
public as well as the industry for authen- 
tic statistics and information in easily 
available form. The matter will be ar- 
ranged alphabetically and in a manner 
that will make it an invaluable guide to 
manufacturers, distributors and users of 
electricity and electrical equipment. 


Now in Preparation 


Electrical Trade Publishing Co. 


1018 S. Wabash Ave., CHICAGO 








HAND PICKING THE 
PROSPECTS 


(Continued from page 11) 


has been sold through the medium of 
trial installations—one or two com- 
plete modern lighting units which the 
prospect may try out for a period of 
from two weeks to a month. 

The use of this plan is, of course, 
entirely dependent on the policy of 
your house, but if the policy does per- 
mit you to employ the trial installa- 
tion, use it as a last resort in selling 
rather than as a leader. The good 
salesman should be able, in most cases, 
to sell without resorting to a trial in- 
stallation as a crutch. The minute you 
introduce to the prospect the idea of a 
trial installation, you kiss good-bye to 
your chances for an immediate sale. 
You are by no means certain that your 
sample units will receive a fair trial, 
and you commit yourself to abide by 
the judgment of men who very likely 
are not competent judges of illumina- 
tion values. Your sales expense, in 
addition, is quite materially boosted. 

On the other hand, the trial instal- 
lation has one strong advantage which 
has more than once turned defeat into 
victory. In case your entire sales talk 
has fallen on stony ground, you can 
bring in the trial installation as a last 
resort and persuade the prospect to 
withhold final judgment. It thus 
leaves the way open for you to return 
at a later day to start the battle 
afresh. Without the trial installation 
as a last reserve of fighting strength, 
you are compelled to bow yourself out 
from the unfriendly audience, and go 
away from there more or less perma- 
nently. 

All of the selling ideas propounded 
in the foregoing paragraphs are based 
on the assumption that the salesman 
really knows what good industrial 
lighting is and how to assist his cus- 
tomer in getting it, over and beyond 
merely selling him the proper equip- 
ment. 

Good salesmanship on_ industrial 
lighting will actually get the deep in- 
terest of factory executives, but it 
must have practical lighting knowl- 
edge behind it, or it becomes danger- 
ous medicine. It’s like a high-pow- 
ered rifle—a great weapon, but be sure 
you know the butt from the muzzle 
and which end to put against your 
shoulder before you start out after 
bear. 
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can be made from “Arrow” 
Metal Covered Rosettes 
and Receptacles 


The Arrow Electric Company, Hartford, Connecticut 
Chicago New York Boston San Francisco Syracuse Pittsburgh 
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WHOSE FRIEND ARE 
YOU 


(Continued from page 12) 


Chicago and New York will tell you 
more about men on’ those teams in + 
minute than could be pulled off in a 
million years? 

Come on, Fans, it’s time to get busy. 
Little Fans, Big Fans, Six-inch Fans 
to ceiling Fans, Oscillating, Palpitat- 
ing—Oh! for the good old summer 
and Fans. And when it comes to clean- 
ing up—make your predictions, back 
them if you wish, pennants and 
world’s series—there’s vacuum clean- 
ers, washers and irons. The greatest 
games that ever were—the big all- 
year Electrical sport and the good old 
out-door pastime of swatting and chas- 


ing the pill. 
Making the hits count wins pen- 
nants in every kind of a league. 





The Majors in Kansas 


Arthur Major has been a jobber 
salesman for over 20 years. He is 
well and favorably known not only in 
Kansas, the territory he has covered 
for a number of different jobbers, but 
to many hundreds of men interested in 
electrical goods in other parts of the 
country. For the past three years he 
has covered Kansas for the Missouri 
Valley Electric Company of Kansas | 
City, Mo., and he thinks so well of his 
profession and of his house—and inci- 


dentally his house thinks so well of 
the ability of the Majors—that Oscar 
Major, son of Arthur, has been added 
to the sales force of the Missouri Val- 


ley company. With the major Major 
and the minor Major on their staff, the 
state of Kansas should be well “tuned 
up” for the Missouri Valley company. 








Tafel Has Heir 


Friends of Paul Tafel of the Tafel 
Electric Co., Louisville, Ky., are won- 
dering how he likes being called papa. 
Evidently Mr. Tafel must have a new | 
theory of three living as cheaply as 
two—anyway, there’s a third member 


in his family in the form of a four 
weeks old baby boy, Paul Tafel, Jr. 








Here is Why They Sell 


CUTTER Holder Socket Reflectors 
have many dominant features that your 
customers will appreciate. 







Here are just a few of the advantages 
that make CUTTER equipment easy ‘to 
sell: 








Reflectors are RLM standard, 
1. one-piece porcelain enameled 
and fastened securely to the porcelain 
body of the holder socket. This makes 
a compact, efficient unit, easy to 
handle, and guaranteed weatherproof. 


CUTTER Holder Socket Re- 
2. flectors are easy to wire. One 
complete fixture can be installed by 
one man in two minutes. Think of 
the saving in time of installation alone 
over ordinary reflectors. 


Holder Socket Reflectors insure 

e permanent high efficiency. They 

are well protected from dust and res 
flectors are easily cleaned. 


% 


There are many other advantages such as their 
interchangeability—scientific design—rugged con- 
struction, etc. All of them are important selling 
points that will help you land the order. And 
remember the CUTTER reputation and guar- 
antee of satisfaction is something you can tie to. 


CUTTER AUTOMATIC 
CUT-OUT HANGERS 


The CUTTER Automatic Cut-Out Hanger is an ingenious device for 
lowering reflectors to the floor for cleaning and replacing lamps. You 
must know of hundreds of plants where these are needed—where they 
will save many dollars in maintenance and cost of electricity. 

Additional information on CUTTER products will be gladly sent to 
any interested salesman. 


George Cutter Co. 
South Bend feo a AN 





Indiana 
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The Right SellingHel 
The Apex Electric Suction Cleaner is built to get 
\ dirt everywhere. 
The Apex proposition is built to sell cleaner prospects 
everywhere. The big, forceful advertising in the women’s 
national publications is telling the merit of Apex Cleaners 


from one end of the land to the other. During 1920, 
72,000,000 Apex advertisements will be read by Ameri- 


can women. 












To insure Apex dealers getting the full benefit of 
Apex National Advertising, we put in their hands, 
free of charge, booklets, sales letters, posters, cards, 
movie slides, window transfers, newspaper electros, 
etc. These helps are fully represented in the “Helps 
300k.” 


The use of these helps is further explained in the 
“Sales Book” famous as the “How to” book. This 
is the most practical selling help that has ever been 
put in the hands of electrical appliance dealers. It 
brings to each Apex dealer the best ideas on Cleaner 
selling, gained from the experience of all. 

The Apex Cleaner is right, the Apex Advertising 
is right, the Apex Proposition is right all along the 
line. 

THE APEX ELECTRICAL DISTRIBUTING CO., 
1067 East 152nd Street Cleveland, Ohio 
Made in Canada by 


THE APEX ELECTRICAL MFG. CO., Limited 
102-04 Atlantic Avenue, Toronto, Ont. 


_~ , er etl 


ELECTRIC SUCTION 

















Apex Distributors 
MOtsS RANDINT HDWE. CO 


San Francisco, Cal. 

ILLINOIS ELECTRIC CO. 
Chicago and Los Angeles 

THE NEW ENGLAND ELEC. CO. 
Denver, Colo. 

DOUBLEDAY-HILL ELEC. CoO. 
Washington, D. C. 

LIVINGSTON-YONGE CO. 
Jacksonville, Fla. 

GILHAM-SCHOEN ELEC. CO 
Atlanta, Ga. 

INTERSTATE ELEC. CO. 
New Orleans, La 

WETMORE-SAVAGE CO. 
Boston, Mass 

THE STROUD-MICHAEL CO 
Cleveland, Detroit, Pittsburgh 

HACKETT, GATES, HURTY CO 
St. Paul, Minn 

CENTRAL TEL. & ELEC. CO 
St Louis, Mo 

ELECTRICAL FQUIPMENT CO 
Butte, Mont 

THE KORSMEYER COMPANY 
Lineoln, Neb 

NEWARK ELEC. SUPPLY CO 
Newark, N. J 


H. I SACKFTT ELECTRIC CO 
Buffalo, N. Y. 

KIMBALL ELECTRIC CO 
New York City 

UTICA ELEC. APPLIANCE CO 
Utica ‘i 4 


UNITED ELECTRIC CO 
Oktahoma City. Okla 

FORFS SUPPLY COMPANY 
Portland and Seattle 

FRANK H. STEWART ELEC. CO 
Philadelphia, Pa 

JAMES SUPPLY COMPANY 
Chattanooga, Tenn. 

swe" ELPry FLE TRIC CO 

Tallas xas 

THF WINE & SMELT. SUP. CO 
F! Paso. Texas 

TEL-FLF¢ 
Houston. Texas 

INTFR-MOUNTAIN ELEC. CO 


t as 
‘TRIC COMPANY 


Salt Take City Ttah 
W. M REAY & COMPANY 
Norfolk, Va. 
THIF FRONT COMPANY 
Wheeling. W. Va 


CANADIAN 


McDONALD) & WILLSON, Ltd 
Toronto and Winnineg, Can 

DAWSON & COMPANY, Ltd 
Montreal and Winnipeg. Can 


FOREIGN COUNTRIES 


BARTLE & CO. 
Johannesburg, South Africa 
H. FUHRMAN & COMPANY 
Buenos Aires, Argentina 
J. MITCHELL 
Prahran, Australia 
DUNCAN WATSON & CO 
“gee x 


n. Eng 

SOCIETE D’ELECTRICITE MORS 
Paris. France 

N. V. TECHNISCHE HANDEL 
MAATSCHAPPY, 
Amsterdam, Holland 

R. S. STOKVIS & ZONEN, Ine. 
Rotterdam, Holland 

MONTI & MARTINI 
Milan. Italy 

E. W. MILLS & COMPANY 
Wellington, New Zealand 








CLEANER 
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Peerless Fans 





@ They are Better 
Looking—Better Made 
—Better in Operation. 


@ That’s the combina- 
tion responsible for 
their ever-increasing 


popularity. 
@ That's why Peerless 


Fans will increase the 
prestige of your deal- 
ers. 


@ Now is the time to 
talk fans to your deal- 
ers. Have them pre- 
pare for the summer 
rush and with fans they 
know will satisfy — 
Peerless. 


@ We are prepared to 
help you and your deal- 
ers make this the big- 
gest Peerless fan sea- 
son ever. 


© Let’s get together 


Peerless Electric Co. 
Warren, Ohio 











JOHN C. SCHMIDTBAUER 


(Continued from page 21) 


from this start he helped develop this 
formidable organization. 


Returning again to our subject, we 
find him soon selling bicycles, which 
the company had taken on probably 
because of the former racer’s wide ex- 
perience with them. With the United 
States as his territory, he made great 
progress at selling, and it is undoubt- 
edly at this time that he began his 
rapid development as a salesman. But 
the bicycle line was dropped after a 
few years, and J. C. returned to the 
electrical business, _ 

When the Andrae company an- 
nounced its entrance into the electrical 
supply jobbing field in July, 1900, he 
again took up his travels, but confin- 
ing them principally now to the state 
of Wisconsin, where he developed a 
circle of acquaintances and friends un- 
paralleled by any electrical man in the 
state. In 1901 for meritorious service 
his company conferred upon him the 
vice-presidency of the organization, 
which he has retained for 19 years 
and to the present day. 

As Mr. Schmidtbauer puts it, he 
was told to go out and sell at five 
o'clock one Saturday afternoon, and 
at 11 o'clock the next Monday he was 
on his way, knowing no more about 
electrical supplies than the man in the 
moon and not being able to tell a man 
the difference between a fuse and an 
annunciator. 

By dint of common sense, nerve and 
hard work and by applying himself to 
the task set before him, he gradually 
gained the knowledge of electrical 
merchandising and selling, which had 
a great part in placing his company 
in the position of one of the largest in 
Trade journals and lit- 
erature on_ electrical equipment 
formed the background of his elec- 
trical education, and as his firm at that 
time had no catalog he learned his 
competitor's by heart, linking the cuts 
with the trade numbers to enable him 
to talk on the subject. 

“In the period between 1900 and 
1905 there weren’t a dozen contrac- 
tors in the state of Wisconsin outside 
of Milwaukee,’ relates Mr. Schmidt- 
bauer, “‘so that the principal objects 
of my calls were central stations, mu- 
nicipalities, farmers and independent 
telephone companies. Dealers were 
unknown. 


the country. 


“T’ll never forget one of my first 
calls, which happened to be on a cen- 
tral station. The first question asked 
me was, ‘What can you do for us on 
some Maxstadt fuses?’ They might 
just as well have talked to me in 
Greek for all I knew of what they 
were driving at, but realizing they 
were just about as green as I on the 
subject, I told them they would have - 
to show me a cut with the catalog 
number; in fact, that was the way 
most electrical salesmen did their sell- 
ing and talking then. It worked, and 
that was my method until the electri- 
cal idea became more understandable. 


“The telephone among the farmers 
from 1901 to about 1903 was as pop- 
ular as the farm lighting plant is now. 
It was a novelty among them, and one 
could ride for miles without finding a 
farm with a telephone. So the farm- 
ers and independent telephone com- 
panies became my particular prey. It 
was nothing to get up with the birds 
in the morning and ride from 25 to 30 
miles with a horse and buggy for 18 
hours a day, making a house-to-house 


‘canvass among the farmers, selling the 


telephone idea. I would ordinarily 
sell them individually, and then get 
them together with the telephone com- 
pany or induce them to form one of 
their own. 

“One instance I remember in par- 
ticular was that of a switchboard sale 
I made about 125 miles from Milwau- 
kee. I had made all arrangements for 
the sale, but had to telegraph my 
house for price information. It hap- 
pened, though, that the owner and 
manager of the telephone company 
was the local telegraph operator, so it 
became impossible to telegraph, or I 
would reveal to him information r-- 
garding the cost. So I had to drive 
‘Napoleon’ to the nearest town, which 

was 15 miles away. Quite unlike to- 
day. 

“My line was greedily increasing 
until I had on my list, among smaller 
things, telephone and some electric 
light equipment, Le Clanché, Edison, 
Sawyer-Mann and Westinghouse cells, 
push buttons, bells, annunciator wire, 
etc. There were four styles of lamp 
bases in use in Wisconsin at that time, 
Edison, T-H, Westinghouse and one 
other I do not remember. I also did 


quite an ignition business among gas- 
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“New Uses for Familiar Material — 
Familiar Uses for New Material” 


P & S 198 Candle Socket 


The Yoke separates—like the Cap of a Socket. 
And like the Socket Cap, has an OPEN 
THROAT and it screws on the pipe the full 
length of the threads. 


The Wires run-straight-through the pipe and 
yoke—without fishing, twisting or cutting the 
insulation. . 


No Slot to File in the Pipe 
No Wires to Fish Out of a Hole 


When the Yoke’s in place the Body drops into 
position. 


The side screws draw the body and yoke togeth- 
er—the bevel lugs cut out the guesswork. 


With this Body and Yoke you don’t have 
to poke the wires up through a hole 











The Body and Yoke are quick to assemble. 
Use the common screw-driver—it’s the only tool 
required to install these Sockets. 


No Extra Hook for Fishing the wires—you 
don’t need it. 


AND—this construction permits the Phos- 
phor Bronze Spring Center Contact. 


This keeps the flicker out of the lamps. 


Sales Bureau 


PASS & SEYMOUR, Inc. 


SOLVAY, NEW YORK 








Place the Yoke 





Skin the Wires 





Slip-on Shell 


Std. Pkg. - 250 | 
List- - - 30c 
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Jobber’s Salesman 





E welcome this 

opportunity of 
expressing through 
THE JOBBER’S SALES- 
MAN our apprecia- 
tion to you for the 
co-operation that you 
have given us. 


The business that 
you have given us 
has meant more to us 
than you probably 
realize and we want 
you to know that we 
fully appreciate it 
and trust that you 
will consider us 
worthy of your fu- 
ture support and as- 
sure you that we will 
give you the very 
best service possible. 


GS 


Carbon Incandescent*Lamps 
Fractional Horsepower Motors 


The Sunlight 
Electrical Mfg. Co. 
Warren, Ohio 








engine manufacturers with make-and- 
break coils as the mainstay of this 
equipment.” 

H. P. Andrae, president of the An- 
drae company, in discussing his asso- 
ciate, says he was a “demon” for work. 
“He never slept. He was out at day- 
break and away with orders before 
other salesmen had started out. It has 
been. just such continuous, untiring ef- 
forts that have attained for him his 
present position.” 

In discussing selling policies and 
methods, Mr. Schmidtbauer says: 
“Salesmanship is 25 per cent common 
sense, and 75 per cent hard work. 
Plenty of common sense and _ hard 
work, properly expended, will make it 
possible for anyone to sell merchan- 
dise. 

“When I was eating up the dust 
over the country roads it never oc- 
curred to me to ask a man for an or- 
der, asso many salesmen do. I made 
an effort to sell the buyer on my house 
and proposition, and then make him 
give it to me. I do not believe in ask- 
ing for orders. 

“As far as my present sales policies 
are concerned, it is a matter of put- 
ting my salesmen on their own initia- 
tive and resources. I give them all the 
co-operation I can, but do no tell them 
what to do or how to do it. It’s up to 
them, and as long as they produce and 
keep me posted regarding conditions 
among the trade they are doing all I 
require. I am not long on reports.” 

Probably no man is better acquaint- 
ed or more familiar with conditions 
among the trade in Wisconsin than J. 
C. Schmidtbauer. 
selling throughout the state he has 
come to know the electrical trade of 


From 20 years of 


that state as he does his own home, so 


that he is pretty well able to tell 
whether the salesmen are right or 
wrong in their views of the conditions. 

From November, 1916, to May, 
1919, Mr. Schmidtbauer held the office 
of president of the Westinghouse 
Agent-Jobbers’ Association. He was 
the second man to hold that position, 
having been preceded by N. G. Har- 
vey of the Illinois Electric Co., Chi- 
cago, who was the organization’s first 
leader. While acting in that capacity 
Mr. Schmidtbauer gained the distinc- 
tion of being the first man to invite W. 
L. Goodwin, striving under the colors 
of the General Electric Co., to address 
a meeting of men representing distrib- 
utors of competitive products. Since 
then Mr. Goodwin has frequently been 
invited to do this, but the Andrae vice- 
president broke precedent by giving 
Mr. Goodwin an opportunity to con- 
vince all factions in the jobbing field 
that he was a missionary in the inter- 
ests of the industry, not a corporation. 

“Golf is still a pet word in my vo- 
cabulary,’ states Mr. Schmidtbauer, 
“though somehow I have dropped off 
lately.” Those who study the trade 
press, however, know he is a familiar 
figure on the golf links in his knicker- 
bockers “when he gets out with the 
boys.” 

The impression you take away with 
you when parting company with this 
successful erstwhile knight of the grip 
and pioneer among Wisconsin elec- 
trical men is that he is a self-made 
man, one well qualified and deserving 


of the high esteem he holds among 


electrical men. Energetic, forceful, 
dynamic, genial, combative, virile and 


pleasing are a few of the words which 
might describe his characteristics and 
personality. 








FounDERS OF THE JuLIus ANDRAE & Sons Co. 
F. T. Anprag, J. C. ScHMIDTBAUER, JULIUS 


Lerr To Rieu: 


Reapinc From 


ANDRAE (DecEASED), AND H. P. AnpRAE. 
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Miami. 
paper for Sales-MEN. 


with you live wires. 


cess. 


Look over this. 
issue. Treat us the 
way you'd like to 
be treated. Then 
write the answer 
here. Thanks! 
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KNOCKED THEIR EYE OUT! 


That’s the verdict on THE JOBBER’S SALESMAN. 
It simply knocked ’em cold. 
The can’t-be-done chorus is stilled. 

The damiftheydidntdidit chorus is jazzing from Moose Jaw to 


And the reason is simple. THE JOBBER’S SALESMAN is a 
It is he-stuff. 
—interesting, first of all. A paper that is dry as dust has no chance 


—helpful, not in the sissy sort of way, but man fashion. 
—business-like, because you are a business man seeking business suc- 


Now, you know how it is when you 
go after an order. If the purchas- 
ing agent listens to your talk, in- 
spects your stuff and then says, No, 
that’s business. He just didn’t like 
the goods. 
But when he sends out word that he’s 
not interested, WITHOUT 
KNOWING ANYTHING 
ABOUT YOUR PROPOSI- 
TION ,—well, same way with us. 
We'll take a turn-down and smile 
back if you honestly don’t like THE 
JOBBER’S SALESMAN—but 
give it a look—See?P 

BECOME A CHARTER SUBSCRIBER 


THE JOBBER’S SALESMAN 


Published by the ELECTRICAL TRADE PUBLISHING CO. 
1018 SO. WABASH AVE., 


FY VVBVB BBB BBB BBB BBBBBBBBBBBBBBBBBBBBBBBBBBBEEEEEEEEEEWT 


CHICAGO, ILL. 


SPECIAL INTRODUCTORY OFFER 
PAY NO MONEY NOW 


THE JOBBER’S SALESMAN, 
1018 South Wabash Avenue, 
CHICAGO, ILL. 


Please enter my subscription to THE JOBBER’S SALESMAN for 
18 months at special introductory offer of $1.00. 


receipt of bill. 


I a I a al a 
City and State 


Name of Company 
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I will remit upon 
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WHAT NATIONAL MAZDA LAMPS 
MEAN TO THE JOBBER’S SALESMAN 


II 







MR ATIONAL MAZDA 
ae lamps are staple. They are consigned 

~~ at no cost to the dealer. There is 
no loss to the dealer through obsolescence, 
and the lamps are never closed out at reduced 
prices. Consumers have confidence in 
NATIONAL MAZDA lamps. They know 
what they are getting. 
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NATIONAL MAZDA lamps sell themselves 
wherever the blue carton is displayed 














NATIONAL Lamp Works 


of General Electric Company 
Nela Park, Cleveland, Ohio 
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Lighting Experts or 
Production Experts? 


Factory executives realize that good light- 
ing is a sound investment when it definitely 
contributes to production efficiency! As an 
end in itself, lighting is of no consequence, 
but as a means to increased output, de- 
creased spoilage, and a lower accident 
hazard, it is of tremendous importance to 
every factory manager! The salesman who 
gets this point of view and sells lighting 
rather than lighting-equipment, sells, in the 
end, the most lighting-equipment also! 





IVANHOE-REGENT WORKS 
of General Electric Company 
Cleveland, Ohio 





“Ivanhoe” Steel Reflectors, Lighting Glass- 
ware, Anderson Self-Adjusting Arms, and 
Illuminating Service. 
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"Service to Lamps” 


IVAN 


SHADES~ RE 


FLECTORS 
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Rome Service 
Meets Present 
Day Demands 


The insistent demand for eflicient eco- 
nomical service in the electrical industry re- 
quires the use of wires and cables of the 
highest quality, designed to render maxi- 
mum service under severe conditions. 


ROME-WIRE PRODUCTS meet these 


demands in every detail. 


Nineteen years of concentration on wire 
making and the development and construc- 
tion in our own plants, of special wire-mak- 
ing machines has enabled us to produce a 
complete line of electrical conductors which 
embody all the necessary features for satis- 


factory service—ROME SERVICE. 


It is this dependability in quality, accuracy of gauge, 
superior finish and high dielectric strength that has won 
for ROME PRODUCTS the hearty approval of users of 
electrical conductors which, by actual service under the 
hardest conditions, prove conclusively that ROME 
SERVICE is not merely a trade phrase, but a FACT and 
does meet the demands of present conditions. 


ROME WIRE COMPANY 


Rolling and wire drawing mills, 
and general offices at 


ROME, N. Y. 


‘“‘Diamond”’. Branch, 


Clyde Avenue, 


Buffalo, N. Y. 

















W. M. Andrew Forms 
New Connection 


Wm. M. Andrew has resigned as 
general secretary of the Canadian As- 
sociated Manufacturers of Electrical 
Supplies, the Canadian Electrical Sup- 
ply Jobbers’ Association and the On- 
tario Association of Electrical Con- 
tractors and Dealers in order to take 
up commercial and engineering work 
with a prominent American company. 
The two former associations were or- 
ganized in March, 1919, and Mr. An- 
drew took up his duties with them in 
the following June. Since their for- 
mation these two organizations have 
made considerable progress in co-op- 
eration and_ standardization. The 
improvement along these lines is espe- 
cially noticeable in the better relations 
which now exist between the various 
branches in the industry, particularly 
among the firms who are members of 
both organizations. Mr. Andrew is a 
native of Cincinnati, O., and after be- 
ing graduated from the Massachusetts 
Institute of Technology, became asso- 
ciated with the General Electric Co., 
where his duties were confined ,princi- 
pally to the electrification of railways. 
Later he became connected with the 
Canadian Westinghouse Co., Ltd., of 
Hamilton, Ont., where he took up 
work of a similar nature, and for the 
past two years has represented the 
Westinghouse interests in connection 
with development of the Hydroelec- 
tric Power Commission of Ontario. 





Right From the Shoulder 


It’s a characteristic human trait for 
each of us to give back the same kind 
of treatment we get from the other 
fellow. If he is nice we’re inclined to 
be nice. If he’s rough we'd like to be 
rough, and often it takes a lot of 
moral courage not to be. 

A few years ago, when it was a 
buyer’s market, selling was sometimes 
called a dog’s job simply because the 
salesman had to stand a lot of abuse 
from p. a.’s who took advantage of 
the upper hand. It took large gobs of 
courage to take the gaff, but those who 
did—stuck. 

Now that the tables are turned, it 
takes just as much moral courage to 
keep from taking a little bit of ad- 
vantage from the other fellow. But 
the moral courage to be fair and 
square no matter what happens is 
what wins. Isn’t that so? 
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Something New— 





i OR SO 
SPLICE INSULATORS 


For Use on End-Splices at Outlets, 
in Junction Boxes and the Various 
Fittings of Conduit, Cable and Metal 
Molding Work; on Terminal Splices 
in Motor Leads and on Splices in 
Fixtures. 
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CODE 


Here is a New Specialty 

















RUBBER 
LABOR-SAVING, electrically and ae 
mechanically perfect splice  insu- FINISH WITH CLOTH TAPE, AS USUAL, 
lator that fills a long felt want. FROM A TO TIP AND BACK TOA. 
Every contractor, every wireman, every 
industrial plant, every ship-yard, every 
’ A 7 ’ n a es 
fixture manufacturer will instantly see the Note These Advantag 
inherent advantages of the ELASTICAP THE ELASTICAP 
splice insulator, made of new code rub- Saves Time and Labor; 
ber. Is Ready for Instant Use; 
Is Neat, Compact and Positive; 
The 2 No. 14 size of Elasticaps are of great Has Vitality, Toughness and Elasticity; 
time-saving and protective value in fixture Insulates Entire Splice With One Twist; 
work, Grips the Splice Tightly; 
: Prevents Grounds and Short Circuits; 
It just requires a single twist—not over 3 sec- Reduces Fire Hazard. 


onds’ time—and you have a snugly fitted, prop- 
erly insulated splice. Think of the time, labor and material saved as compared to the old method of apply- 
ing rubber tape to end splices. 


ELASTICAPS are now a recognized safety factor in house-wiring and other installations, and the Under- 
writers’ official approval, after test, means not only value and merit, but that the high quality must be 
maintained. 


Quick Sales and Attractive Profits 


Do these features appeal to you jobbers and salesmen? Then learn about the ELASTICAP. Simply show it 
to your customers. They will do the rest. 


ELASTICAPS are made in two standard sizes: 


1. For splices of 2 No. 14 wires and smaller. 
2. For splices of 2 No. 10, 2 No. 12, or 3 No. 14 wires. 
They are packed 100 in a carton. 


ELASTICAPS are approved by the Underwriters’ Laboratories, Inc. 


Descriptive literature, prices and samples will be gladly sent you on request. 


THE ELASTICAP COMPANY 


HOBOKEN, NEW JERSEY 
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“KILLARK”’ 
FUSES 










We Stand 
Behind 
Our 
Goods 


packing in 
our special 
Checker 
Board Car- 
tons, makes it 
easy for you to sell 
“Killark” Products. 


Killark Electric Mfg. Co, 


3940 Easton Ave. 
ST. LOUIS, MO. 











AGENGY WANTED 


Do you want representation in 
the Southwest ? 

Now represent a few high 
class concerns, but want to add 
one more live line. 


Write me today 


Oo. A. SCHRAMM 


1924 Crand Ave., 
KANSAS CITY, MO. 











See 


Liberal 
Subscription 
Offer 


on 


Page 79 




















SPECIALIZING ON SPECIALTIES 


(Continued from page 7) 


had not given them any sales coach- 
ing, nor was there any sound, educa- 
tional selling literature on hand. No 
question but that Mr. Manufacturer 
was as much to blame as the jobber. 
And this is a question that very often 
puts the wholesaler’s salesmen in bad? 

After the show had closed and the 
crowd cleared out we secured some 
potatoes, a chunk of meat, and I went 
to work at my old job. Mr. Sales 
Manager had the rest of the gang at 
the office sent out. They clustered 
around and we had a jolly good time. 
They were a mighty fine, ambitious, 
hustling lot. It was plain to be seen 
that with any reasonable coaching and 
backing, they could sell ranges. 

As I cooked, I explained the range, 
going into details of its use, its appli- 
cation on the lines of the lighting com- 
pany, its cost to operate, and so on. 
Then I took the boss himself and tried 
to sell him the range. We had a lot 
of fun, and out of it all the boys got 
sufficient ideas to send them home 
primed with pep for good hard range 
selling. Incidentally when I got back 
to the hotel I wired my old friends at 
the range company that they were 
overlooking a good bet in this city, 
and were asleep at the switch. 

All this leads up to the subject I 
want to cover in this article. “Should 
specialties such as ranges, cleaners, 
and the like, be sold by separate and 
specially trained salesmen, or should 
the jobber trust to his regular men— 
those selling the usual electrical job- 
bing lines, to push them?” 

Whenever I talk to jobbing sales- 
men the main idea seems to be that 
they would prefer to specialize. And 
very often they believe they could do 
much better pushing household devices 
than they can with contracting lines. 
For the most part I agree with them. 
Personally I’ve tried to sell both—and 
as for me, give me appliance and spe- 
cialty selling every blessed time. 

But a great many salesmen not now 
selling such devices, and wanting to 
are totally unfitted for this sort of 
selling. With the present condition 


of the market almost anyone can take 
orders for almost any type of elec- 
trical household goods provided he has 
any goods to deliver. 
may be different. 

I’m a pretty firm believer in spe- 


Tomorrow it 


cialization for salesmen, and especial- 
ly jobber salesmen—wherever and 
whenever possible. I added that 
“whenever and wherever possible’’ be- 
cause I realize that there are many 
wholesalers who find it is almost im- 
possible to carry out this idea. But at 
least when it comes to selling special- 
ties and appliances, then I do believe 
it will pay the jobber to do it and if 
the salesman has any leaning that way 
at all, it will pay him to go in for that 
particular phase of merchandising. 

I realize that all the preceding may 
have more interest for the jobber than 
for the salesman himself. But I think 
the point has been sufficiently made, 
to the man who has to talk wire, cable, 
poles, pins and cross-arms and the like, 
has pretty tough sledding when it 
comes to selling a hard-headed dealer 
appliances and household specialties. 
It takes an entirely different type of 
salesmanship, and ustally an entirely 
different type of salesman. It takes 
not so much knowledge of the goods 
themselves, but of the application of 
the goods in the consumer’s home, and 
of the business methods of the dealers. 


Needless for me to explain to any 
jobber’s salesman the sort of electrical 
dealer he may expect to run up 
against. Since the majority of elec- 
trical retailers as they prefer to be 
called—came up out of the ranks of 
the contractors they are not so much 
mystery as are the non-electrical types 
of dealers who are today turning to 
electrical merchandise, and to whom 
jobbers’ salesmen must sooner or later 
sell. And that is another reason for 
specialization—knowledge of nearly 
all branches and phases of retailing is 
advisable to the representative of a 
wholesale house, selling household 
specialties. 

What sort of business man is the 
hardware dealer? How often does he 
turn his stock? How does he do it? 
Is he prepared to handle deferred 
payment business? Has he salesmen 
who can talk, demonstrate, install and 
sell electrical merchandise? These 
are all questions the jobber’s salesmen 
must be able to answer if he is going 
to sell specialties. And what is more 
important, he must be prepared to 
show the non-electrical retailer—to 
give him the how, why, when and 


where of it. He must be able to meet 
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We make a com- 
; plete line of renewable 
The National Renewable is the only renew- tuses, both 250 and 


able fuse approved by all of the following: fort Bo neay B lleee 


1. Underwriters’ Laboratories, Inc. 

2. Associated Factory Mutual Fire Insurance 
Companies. 

3. Millers’ Mutual Fire Insurance Companies. 


Write us today for complete information and 
prices of the National Renewable Fuse, mentioning your 
dealer’s (or jobber’s) name and address. 


Federal Electric Company 
Representing Federal Sign System (Electric) 
LAKE AND DESPLAINES STREETS, CHICAGO 


91 New Montgomery Street 627-649 West 43rd Street 
SAN FRANCISCO, CAL. NEW YORK, N. Y¥. 


Branches in all large cities 
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the objections of “low differential’ — 
in many other retail lines handled by 
department and hardware stores the 
differential is much larger than that 
under which the electrical retailer 
works. But department stores deal 
in “turn-over”’. And the jobber’s 
salesman must know the whole story 
of ‘“‘turn-over” and its relation to “dif- 
ferentials.” This isn’t knowledge 
that can be picked up haphazard; it 
can’t be borrowed from books; it 
must be learned first hand under fire, 
so to speak. And the salesman who 
has to spend a great part of his time 
talking and pushing supplies, machin- 
ery and equipment to the contractor, 
and contractor dealer has insufficient 
time for mastering these essentials. 


Jobbers Waking Up 


In the past few months I’ve trav- 
eled over some twenty states in the 
Middle West, and East, and I’ve found 
a distinct tendency on the part of the 
jobber to go in for specialization. 
But the surface hasn’t been scratched. 
There are many big jobbers today 
searching with might and main for 
specialty salesmen and promotion men. 
There are others, especially those 
doing a retail business, who are seek- 
ing retail salesmen for themselves and 
‘their customers. Never before were 
the opportunities for breaking into the 
specialty selling end of the business 
so bright. 

On one of my western trips I fell 
in with a jobber’s representative. 
The talk veered around to the trend 
of household device selling. He told 
me this story: He had first been em- 
ployed by an Ohio central station, 
going from there to a middle western 
electrical jobbing house. He had sold 
the usual line of contracting materials, 
pole-line supplies, conduit and cable 
and so on. He was married and had 
two children, and just about managed 
to make both ends meet. He started 
off well, as many men do under the 
stimulus of a new house, new goods, 
and new territory. But as time went 
on and he got to know his trade bet- 
ter and better, he found to his surprise 
that it became harder and harder for 
him to boost his averages. By all the 
laws he ought to be doing more busi- 
ness—much more. But it was hard. 
He got discouraged and blue and time 
after time thought of chucking up his 
job and going back east. 

It was then a “buyers’ market,” in 
the days when central-station war 


loads were only a vision and when 
there were twice the number of elec- 
trical contractors that there are today 
—and not so many dealers. As the 
war came on he found it easier to 
“take orders’”—as he expressed it— 
but it riled him to have to-make ex- 
cuses all the day long for the shortage 
of goods. He found that he was los- 
ing all his real “selling pep’’—more 
and more he was becoming a sort of 
glad-hand expert. 

About this time he attended a con- 
vention of contractor-dealers. He was 
surprised to note the number of them 
who were going in for merchandising. 
He met our old friend Bill Goodwin 
and became pretty well saturated with 
the importance of the retail electrical 
market. He had always wanted to 
sell household devices but his firm 
hadn’t gone in for them very strong 
—merely cataloging a few devices and 
“filling orders” from the manufactur- 
er. They had nobody pushing the 
lines. In fact when he looked into the 
matter they weren't doing enough 
business in household specialties to 
pay for the handling of the stuff. In- 
stead of being discouraged at this, he 
believed it offered a real opportunity 
to put something over big for the 
house. He went to his sales manager 
and told him the whole story—he was 
sick of his job, he wasn’t earning 
enough, he was growing stale, and he 
knew his records weren’t what they 
ought to be. But he felt that he could 
sell appliances; he believed he had the 
merchandising instinct; he had a 
“hunch” in other words, and he finally 
convinced his chief that he ought to 
be allowed to play it. 


Compile List of Dealers 


Before this talk he had compiled a 
fairly accurate list of the electrical 
retailers in his territory, their nature 
—whether central station, contractor- 
dealer, or specialty shop, or non-elec- 
trical store, and where possible, he 
had jotted down facts concerning the 
source of their buying, the lines han- 
dled, their credit rating, ete. He 
found to his surprise that several com- 
peting jobbing houses from a larger 
city, quite a ways off, were coming 
into his territory and gobbling up this 
business. He found many retailers 
ordering direct of the factory. He 
found many reasons why his house 
failed to get a look in on this business 
and he was primed with the facts and 
figures when he faced his boss. It 


was easy for him to convince the man- 
ager of the importance of trying out 
specializing on specialties, but not so 
easy to get him to say “go to it”. His 
plan was to turn his territory over to 
a new man, and devote himself exclu- 
sively to appliances selling, to devel- 
oping campaigns not only in his own 
old territory but in the other men’s 
bailiwicks. And naturally this was 
no easy thing to swing. Before the 
G. M. would consent it was decided to 
try out the plan in the salesman’s own 
territory. 


Investigates Department Stoers 


First it was arranged for this man 
to visit the manufacturers of several 
lines handled by the house. At the 
same time he dug into the details of 
department-store selling, called on a 
lot of hardware stores and incidental- 
ly read the electrical press inside and 
out. As he expressed it: “During 
those few weeks I went, to night- 
school; I took elementary and post 
graduate courses in retailing ; I stopped 
— looked — listened — and learned. 
Of course it was only a smattering, a 
sort of surface knowledge, but it gave 
me something to start on, and this 
was what I needed. Somehow or 
other I felt that I would make good 
at this work; I liked it. And I guess 
that’s half the battle—just liking the 
job.” 

So successful was this man that 
within six months the company had 
decided to send him over the entire 
territory as a sales-promotion man, 
giving real selling service to their re- 
tailer customers. At the salesmen’s 
meetings, the regular salesmen were 
coached on talking and selling appli- 
ances and devices, but the big idea 
was for them to feature this promotion 
man to the company’s dealer custom- 
ers, who would come into their place 
of business on all large orders, help 
them arrange stock, display it, coach 
their (retail) sales people, show them 
the how-to-do-it and get everything 
going nicely before skipping on to the 
next place. Of course there were 
some setbacks at first, it was not all 
plain sailing. But gradually the plan 
worked out and today the company is 
trying to get two more good men to 
extend the work. 
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The Anylite Regulators 


are mounted on at- 
tractive display 
cards. Keeping them 
in view is half the 
sale. THIS means 
repeat orders with 
good profits to Job- 
bers and Dealers. 


A little effort each 
day will bring won- 
derful results. 


ANYLITE ELECTRIC 
COMPANY 


FT. WAYNE IND 


"A demonstration is a sure sale 


Will take any style 
UNO shade holder 
COMBINES 
Chain pull socket 
with Electric Light 
Dimmer. ANYLITE 
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“It will pay you 
to investigate.” 














FARIES MANUFACTURING COMPANY, Decatur, III. 


ARIES 


. \ NRW- VERDELIT iv - LINE 


The “VERDELITE” Line is the Alpha and Omega of port- 
ables with green glass hoods. 

The latest improvement in Faries’ “VERDELITE” shade 
is the slotted back, permitting the easy removal of the shade 
by simply lifting it out of position. This eliminates the pos- 
sibility of breakage and renders “VERDELITE” portables 
the livest sellers on the market. 


We are the originators of portables with green glass hoods. 
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THE PLANT of the Thistle Manu- 
facturing Co., Chicago, manufacturer 


of the “UP-2-Date” Home Electric 
Washer, was recently visited by fire 
and naturally upset the affairs of the 
company. It is expected, however, 
that the company will soon be in a 
position not only to fill its back orders 
but to turn out many more machines 
than formerly. Contracts have been 
let for new machinery which, added to 
their former equipment, will give the 
company production. A. 
Clausen, president of the Thistle com- 
pany, is one of the pioneers in the 
industry and_ his 


increased 


washing-machine 
many friends are aiding him in every 
way possible to overcome the slight 
set-back which his business 
ceived. It is confidently expected that 
the Thistle company will soon be a 
stronger factor in the washing-machine 
industry than it has ever been before. 


has re- 


H. D. Hawks, general sales man- 
ager Rolling Mills Department of the 
Anaconda Copper Mining Co., has 
been elected a governor of the Asso- 
ciated Manufacturers of Electrical 
Supplies for a term of three years. 
Mr. Hawks is also actively connected 
with the bare wire and cable section 
of the Association and has taken a 
leading part in the work of that divi- 


sion. 


Eureka Vacuum CLEANER Co., 101 
Broadway, Detroit, Mich., recently re- 
ceived a cablegram from its European 
representative to the following effect: 
“Eureka awarded both the Grand 
Prix and gold medal at Hygienic Ex- 
hibition, Brussels, Belgium.” The Eu- 
reka company is being congratulated 
on the receipt of this much coveted 
prize, won in the face of competition 
by vacuum cleaners of both American 


and foreign make. 


Tue Square D Co., Detroit, Mich., 
in order to give the jobber closer and 


more thorough co-operation, has added 


seven salesmen to its force. They are: 
R. T. Tinkham, W. J. Pefferly, H. W. 
Spahn, F. B. Lewis, Thomson Tait, G. 
W. Rasmus and E. P. Oesterle. Sev- 
eral other additions and changes in 
the sales and advertising departments 
became effective Feb. 1. A. MacLach- 
lan was appointed secretary and di- 
rector of distribution; E. A. Printz, 
formerly district sales manager of the 
Chicago territory, was made sales man- 
ager; D. M. Stone, formerly district 
sales manager of the Pittsburgh ter- 
ritory, was made district sales mana- 
ger of the Detroit territory; J. A. 
Jaques, formerly district sales man- 
ager of the New York territory, was 
given the district sales managership of 
the Pittsburgh territory, and H. W. 
Spahn, district sales manager of the 
Buffalo territory, was transferred to 
the New York territory with the same 
title. D. H. Colcord, formerly of the 
department of publicity of the West- 
inghouse Air Brake Co. of Pittsburgh, 
was appointed director of research en- 
gineering. 
: 
Tue Wirt Co., of Philadelphia, Pa., 
manufacturers of electrical supplies, 
besides erecting a new plant addition 
for increased capacity, has also made 
improve- 


plans for alterations and 


ments in its existing works. 


Mo.oney Exectric Co., St. Louis, 
Mo., has opened a branch office in Buf- 
falo at 451 Ellicott Square building, 
with J. Leo Scanlon in charge. Mr. 
Scanlon formerly traveled through 
Iowa and adjacent territory for the 


Moloney company. 


“Prx-o’-PEep” is a new house organ 
instituted by the Apex Electrical Dis- 
tributing Co., of Cleveland, O., solely 
in the interests of its factory employes. 
It is that through this 
“chummy” weekly a more intimate and 


believed 


friendly acquaintance can be developed 
between the older employes and hun- 








dreds of strangers that are in their 
midst due to the rapid growth of the 
factory. The name of the publication 
was chosen by the employes in a vot- 
ing contest. The name of ‘“Pex-o’- 
Pep” was selected, since they believe 
the paper will have “pecks of pep,” 
and because the word “Pex” is the last 
syllable of “Apex.” There are twelve 
contributing editors, and Oliver B. Ca- 
pelle, who until recently was editori- 
ally connected with the Class Journal 
Company, New York City, is manag- 
ing editor. 


Tue Bopine Evecrric Co., 2256 
West Ohio street, Chicago, in The Mo- 
torgram, a publication devoted to Bo- 
dine motors, publishes an interesting 
little article entitled, ““A Science That 
Honors Its Discoverers—The Ro- 
mance of Electrical Units,’ in which 
the derivation of the words “ohm,” 
“ampere, “volt” and other electrical 
units of measurement are given. 


A TUMBLER sSwITcH of compact and 
reliable construction and of sufficient 
strength to be operated by the foot, 
has been placed on the market by the 
General Electric Co., Schenectady, N. 
Y., for use on vacuum cleaners, wash- 
ing machines and other household ap- 
pliances. ; 


Tue “Universat” vacuum cleaner 
has been added to the already compre- 
hensive line of “Universal” products 
of Landers, Frary & Clark, New 
Britain, Conn. In connection with the 
suction principle of the cleaner is a 
gear-driven brush which picks up lint 
and threads without injury to the 
delicate fabric. 


A BELT for electrical linemen has 
been put on the market by the Indus- 
trial Products Company, 1001 Chest- 
nut Street, Philadelphia. The belt is 
in two parts, a body belt and a safety 
The body belt is 2 in. wide 
leather. cushion inside 


strap. 
with a 3-in. 
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ANACONDA 


COPPER WIRE 





“From Mine to Finished Product” 


QVALITY 
PRICE 
PROMPT DELIVER 


Are the three principal requisites in successful selling. If you 
handle Anaconda wire you are assured of these sales helps. 


Anaconda wire needs no introduction. It is known and used 
wherever copper wire is used. 


Millions of pounds of copper wire are drawn in our mills each 
month and shipped to the world’s markets. 


The Anaconda organization is prepared to offer helpful sug- 
gestions for handling your wire problems. We shall be glad 
to have you avail yourself of this service. 


Anaconda Copper Mining Co. 


Rolling Mills Department 


General Office Great Falls, Montana 
ROLLING MILLS DEPT. 
CHICAGO 
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What Success are you having with DENZAR ? 


You'll find that a mighty 
good question to break the 
ice. Sort of puts you and 
your dealer-customer on a 
common footing and gives you some- 
thing to talk about. If he happens to 
be one of the many who have made an 
exceptional success with Denzars he 
won't let you do all the talking, either. 
Denzar, itself, has been successful be- 
cause it fulfills every lighting require- 
ment for stores, offices, schools, hotels, 
railway stations, gymnasiums and pub- 
lic buildings. Its soft, clear, sun-like 






=AR 


. \ 
® \ 
S . \\ 
Rey _ ae...” 


radiance — the absence of 
harsh shadows and glare, 
and the fact that it does not 
collect dirt, dust and insects, 
like an open bowl unit, appeal to the 
user. 

But you who sell to dealers should 
know more than this about Denzar. 
Write for the Denzar catalog, it con- 
tains much of value. And the next 
time you have two hours to spare in 
Chicago, go over on Jefferson Street 
to the Beardslee factory and get posted 
on Denzar. 


Ww NY XN 


Beardslee Chandelier Manufacturing Co. 


Manufacturers of a Complete Line of Chandeliers for Every Lighting Requirement 


218 South Jefferson Street 


CHICAGO 


OF CFS 
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which is looped around the D rings. 
The safety strap is 2 in. wide and 6) 
ft. long. The buckle is protected by 
leather reinforcement. 


Tue Bieapon-Dun Company, Chi- 
cago, which claims to be the pioneer 
manufacturer of one-piece violet-ray 
instruments, announces that it will 
move into its new factory at 213-17 | 
South Peoria Street, next month. The 
new factory will give the company 
20,000 square feet of floor space and 
it will occupy the entire building. 
This company began operations eight 
years ago with about 500 feet of floor 
space at which time no one thought 
that a one-piece violet-ray machine 
could be made so efficiently. J. J. 
Bleadon designed the shape of the in- | 
strument which was perfected by B. 
F. Jencke, electrical engineer of the 
company. Much credit is due Mr. 
Jencke for his work in connection 
with the company’s product. The 
machine is now handled by most of | 
the representative jobbers in the coun- 
try, and many of the firms handling 
the machine look upon it as one of 
their best specialties. The demand | 
for the instrument, which has been 
phenomenal, is not confined to the 
United States. It is used in most of | 
the foreign countries and the Bleadon- | 
Dun exporters, the Theo. Stave Co., | 
30 Church St., New York, who med 
represented the company for four 
years, has developed a very large | 
business. 


AN AIR COMPRESSOR of compact 
motor-driven design, for use where 
floor space is scarce, is being offered 
by the Brunner Manufacturing Co., 
Utica, N. Y. The 32-gal. tank rests 
on a cast-iron base on which are 
mounted four pipes which in turn | 
support a platform directly over the | 
tank. The power plant is placed on 
the platform... 


‘“‘Arrpry” has been placed on the 
market by the Groton Electrical De- 
vices, Inc., Groton, N. Y., to afford a 
sanitary substitute for the towel in 
public wash rooms. It consists of a 
white enameled iron standard, con- 
taining a motor, a fan, heating element 
and an adjustable nozzle for directing 
the flow of air. The pressure of the 
foot on a pedal causes warm air to 
flow from the nozzle. It is claimed 
that the device will dry the skin in 30 
seconds without chapping. 
























































The NATIONAL 







if 
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: 


Renewable FUSE 


Only one element 
can be used with 


this fuse. 


Only 
3 Parts 





The National Renewable 
Fuse is so constructed that it 
is impossible to improperly 
reload it or load with more 
than one element at a time, 
thus giving absolute protec- 
tion. There are many other 
features in the National Re- 
newable Fuse which we would 
be glad to describe in detail. 
Just drop us a line and we 
will send you, without obliga- 
tion, any information with 
prices. If you are a manu- 
facturer, kindly give your 


dealer’s name and address. 


P.S. We have just sold to a 
manufacturer of a safety cut- 
out box used by Moving Pic- 
ture Producing Companies a 
single order of five thousand 
60 ampere National fuses. We 
believe this to be the largest 
single order of one size fuse 
ever sold in the West. Qual- 
ity and safety got the busi- 


ness. 


Woodill-Hulse Company 


Los Angeles, California 


Woodill-Hulse Company 
LOS ANGELES, CALIFORNIA 
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VERY person 
connected with 
the selling end of 
the electrical indus- 
try will find some- 
thing of interest, 
something worth 
reading, in every is- 
sue of THE JOBBER’S 
SALESMAN. 


The sales experiences 
of some of the lead- 
ing men in the indus- 
try will prove inter- 
esting and_instruc- 
tive to many. Vari- 
ous other featur‘es— 
a foretaste of which 
will be found in this 
issue of the magazine 
—will be well worth 


reading each month. 


We want you to be- 
come gq regular read- 
er of THE JOBBER’S 
SALESMAN. 


Read the special of- 
fer on page 79 of this 





issue—and act. 








E-Z BRASS WIRE BRACKET is a one- 
piece fixture device combining stem, 
nozzle, etc., that will give the service 
formerly secured only by assembling 
a number of ‘separate, individual at- 
tachments. It is one of the latest 
appliances of the E-Z Wire electrical 
device line of fixtures manufactured 
by the Peerless Light Co., Chicago. 


A FARM-LIGHTING PLANT that can 
be marketed at a low figure is being 
offered by the Radiant Manufacturing 
Co., Sandusky, O. The plant is 
equipped complete with a standard 
Willard storage battery, switchboard 
A standard four- 
cycle engine is direct-connected to the 
generator and all inclosed in a dust- 
proof case. 


and instruments. 


Arex Execrricat DistripuTiING 
Co., Cleveland, O., announces that one 
evening each month its department 
heads, numbering approximately 40, 
combine business with pleasure by 
meeting at a banquet and jubilee to 
promote a feeling of closer relation- 
ship and to inculcate the necessity of 
working together for increased eff- 
ciency. The company says that the 
benefits are very clearly shown in the 
smooth running operation of its fac- 
tcry. 


ENTRANCE SWITCHES with porcelain 
bases in two and three-pole styles are 
now being marketed by the Ward 
Electric Co., Philadelphia Stock Ex- 


change building, Philadelphia, Pa. 


“Hor-O-Mrx” electric heating cups 
have been brought out by the Calorex 
Corporation, 12 West 22nd _ street, 
New York City, to heat an individual 
drink while being mixed by electri¢ 
drink mixers having upright stan- 
chions. 


GLARE SHIELDs of porcelain-enam- 
eled steel have recently been placed 
on the market by the Wheeler Reflec- 
tor Co., 156 Pearl street, Boston, 
Mass., for use with industrial lighting 
reflectors. 


A FAUCET WATER-HEATER Of electric 
automatic type and having no switch 
or coils has been brought out by the 
“Hotwat” Distributing Co., 402 Title 
Insurance building, Los 
Calif. Either hot or cold water may 
be drawn through this heater. 


Angeles, 


A spark PLUG for motor car use 
equipped with an insulator made of 
clay steatite, instead of stone steatite, 
has been placed on the market by the 
Federal Corporation, Westfield, Mass. 
Methods of perfecting clay insulators, 
the manufacturer says, have enabled 
them to do away with the stone stea- 
tite which was formerly imported 
from Europe. 


A GASOLINE sHuT-oFF for prevent- 
ing gasoline from entering the car- 
buretor is an electrically operated 
device which has been placed on the 
market by B. H. Pomeroy, 118 Ridge- 
way avenue, Rochester, N. Y., to pre- 
vent unauthorized operation of auto- 
mobiles. | 

AN 8-IN, ELECTRIC FAN of series 
universal-type, which will operate on 
25 to 60-cycle, 100 to 120-volt alter- 
nating current, or 100 to 120-volt 
direct current, is being marketed by 
the Robbins & Myers Co. of Spring- 
field, O. A special feature of the fan 
is its lubrication method. It is also 
made for operation on 82-volt circuits. 


“Dyn-o-Lite,” a flashlight without 
a battery, is a new departure in the 
flashlight field and is being introduced 
by the United States Electric Appli- 
ance Corporation, 516 Fifth avenue, 
New York City. The device consists 
of a permanent magnet and a multi- 
polar armature inclosed in a metal 
case which, when operated by a pull 
on a chain in the bottom of the case, 
will produce a brilliant and far-reach- 
ing flash of five seconds’ duration. 


A FIRE EXTINGUISHER, known as 
“Pronto,” is a simple and inexpensive 
device which, it is said, can be used 
equally effectively on electrical, gaso- 
line, oil and other fires. It is being 
marketed by the Allen Corporation, 
546 Greenwich street, New York City. 


”? 


A 12-IN. OSCILLATING FAN is being 
offered this year by the Pittsburgh 
Electric Specialties Co., 447 Green- 
wich street, New York City, in addi- 
tion to its 8 and 10-in. sizes. 


A GLUE pot designed to maintain 


automatically its contents at the 


proper temperature without variation 
greater than two degrees has been re- 
cently developed by the Steam Elec- 
tric Products Company and is now 
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To The Jobbers’ Salesmen 


Who Read: 


“The Jobber’s Salesman” 
GREETINGS! 








DUNCAN MODEL M2 A.C.WATTHOUR METER 


FIRST IN ACCURACY 

FIRST IN DEPENDABILITY 

FIRST IN LOW-COST UP KEEP 

FIRST IN THE MINDS OF C. S. MANAGERS 


Duncan Electric Mfg. Co. 


Lafayette, Indiana 


























Where Blown Fuses 
Mean Chilled Blooms 


In the rolling mill where the hot metal must 
be kept moving—where delays are costly— 
Pierce Renewable Fuses assure almost con- 
tinuous service from power circuits. 


It’s because Pierce Fuses are simply designed 
and constructed—making possible renewal in 
15 seconds—that they are being demanded by 
manufacturers everywhere. 





You will find that repeat orders always fol- 
low, once Pierce Fuses are given a trial, even 
under the most severe conditions. 

We Will Gladly Send You Interest- 


ing Literature Describing in Detail 
the Unusual Features of Pierce Fuses 


PIERCE FUSECORPORATION 
BUFFALO, N. Y. 


Canadian Plant: 


The “ierce Fuse’Corporation of Canada, Ltd. 
Bridgeburg, Ont. 


Renewable Fuses 
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nationally distributed by the Bennage 
Company, 322 Euclid avenue, Cleve- 
land, Ohio, and distributed in the East 
by the New York Appliance Com- 
pany, Times building, New York 
City. 


A “TWIN DRINK MIXER’, which will 
mix two drinks simultaneously, has 
been brought out by the H. B. Gibson 
Co., 128 Liberty street, New York 
City. One Hamilton-Beach electric 
motor is used to operate both agitators 
either together or separately. No 
gears are used. 


A PORTABLE ELECTRIC TOOL of light- 
weight design that can be used as a 
power wrench, drill, screwdriver, 
grinder and buffer has been placed 
on the market by Harold Hollings- 
head of 55 Liberty street, New York 
City. A mechanical clutch auto- 
matically prevents stripping of the 
threads or breaking screws, nuts or 
bolts or the tool itself after the nut, 
bolt or screw is properly seated. 


A NEW FISH WIRE, called ‘Rattan,’ 
is being offered in several sizes by 
Hatheway & Knott, Inc., of 120 Lib- 
erty street, New York City, agents for 
the Rattan Manufacturing Co. of New 
Haven, Conn. The wire is made of 
specially treated, flat, flexible spring- 
wire and is put up in 100 and 200-ft. 
coils. 


BRASCOLITE REFLECTORS are now 
being equipped on their under side 
with a separate plug receptacle for 
attaching toasters, electric irons and 
other appliances. Announcement to 
this effect was recently made by the 
Luminous Unit Co., St. Louis, Mo. 


AN AUTOMATIC STARTER of the in- 
closed type which may be operated 
by a self-contained knife switch with 
external handle or controlled from a 
remote point by a push-button master 
switch has recently been put on the 
market by the Cutler-Hammer Manu- 
facturing Co., Milwaukee and New 
York. The starter is adapted for 
small direct-current motors driving 
machines in light manufacturing oper- 
ations where protection is wanted for 
the operator as well as the motor. 


“Rep SEAL SPARKER” is a new bat- 
tery being marketed by the Manhattan 
Electrical Supply Co., combining a 








WHAT THE WIRE SKINNER DOES 
































When Selling Wire 


Sell P. & G. Wire Skinners 


Wire is used for all pur- 
poses. This little hand tool 
accomplishes big jobs. 





One-Third Actual Size. 

THE P. & G. WIRE SKIN- 
NER is a tool designed to 
accomplish difficult jobs, such 
as splitting duplex wires with 
one pull, as shown in cut No. 
1. Cut No. 2 illustrates re- 
moving the insulation from 
the wire. Cut No. 3 scrapes 
wire clean, ready for solder- 
ing. 

This tool can be used on 
insulated wires up to No. 4 
inclusive. It should be in the 
hands of every telephone and 
telegraph workman, power 
and central station, garage, 
manufacturer of electrical de- 
vices, contractors and dealers. 
Electrical supply and hard- 
ware jobbers should find a big 
outlet for it. 

You will receive immediate 
calls for this article, so get 
posted and boost a good tool 
along. 

The established resale price 
on this tool is $1.25 each, net. 
Dealers and jobbers are as- 
sured a legitimate margin of 
profit. 


PAUL W. HERBST 


Sole Distributor 
180 N. Dearborn St., Dept. 4 
CHICAGO, ILL. 











Reducing the “H.C.L.— 





Are we helping? 


“We'll say we are’ 


> 


when we offer you 


this magazine 18 


months for $1.00. 








See full particulars 


on page .79g. 
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specified number of “Red Seal” dry 
cells, properly and permanently con- 
nected together and contained in a 
moisture-proof case. The cells are in- 
sulated from and_her- 
metically sealed in the container. 


one another 


Tue Busn Exectrric Co., Cleve- 
land, O., has brought out an attach- 
ment for their machine which is used 
to safely tap a branch distribution line 
to a live main line. The attachment 
makes it possible to tie replacement 
insulators onto the line without killing 
it. A new arcing shield can also be 
wrapped on with this attachment. 


Tue Generar Exectric Co., Lynn, 
Mass., is planning to purchase for its 
employes foodstuffs at cost, finance 
the building of homes, and loan money 
in emergencies without interest, it was 
announced recently. The company 
will build a store house from which 
the foodstuffs will be handled. Em- 
ployes may benefit under the plan by 
joining a co-operative society to be 
supported by the company. Four 
thousand of the 15,000 employes are 
now enrolled. 


A NEW sTYLE of electrically oper- 
ated washing machine, combining the 
principles of both the cylinder and 
oscillator machines, has been placed 
on the market by the Albaugh-Dover 
Co. of Chicago. Study has been made 
to collect the advantages of the vari- 
ous types of machines and place them 
in this one unit. 


LaNpers, Frary & Crark, New 
Britain, Conn., is manufacturing a 
new lamp-socket waffle iron which is 
receiving favorable attention. Highly 
polished nickel finish gives it a pleas- 
ing appearance. This, combined with 
aluminum grids which require 
grease and are smokeless, makes it de- 
sirable for use at the dining table. 
Only a minute and a half is required 
for cooking. Available in standard 


voltage ranges, wattage 600. 


no 


AN of a new 
type has been brought out by the Hale 
Engineering Co. of 

The appearance of 
similar to that of a 


ELECTRIC RADIATOR 


and 
O. 
this heater is 


Electric 
Cleveland, 


steam radiator, while the construction 
is such that the heating element is 
iron clad, that is, the element is a solid 
unit incased in cement between two 
sheet the sheet iron 


walls of iron, 


forming the columns of the radiator. 
The radiator weighs 171% lbs., con- 
tains 10 sq. ft. of heating surface, 
consumes 660 watts and may be oper- 
ated from any ordinary lamp socket. 


Tue Hero: Manuracturine Co. of 
Bridgeport, Conn., has placed on the 
market a _ portable motor-driven, 
sciew-driver machine. A motor, placed 
four-legged, castor-equipped 
table, drives through reducing gears, 
a flexible, protected shaft at the end 
of which is a ratchet tool holder. 
Tool holders may also be obtained 
with a ratchet wrench for setting nuts. 


on a 


AN ELEcTRIC carpet washing ma- 
chine, which, by means of soap suds 
and oscillating brushes, restores the 
original cleanliness and colors of the 
rugs, has been developed by the Ham- 


‘ilton-Beach Manufacturing Co., Ra- 


cine, Wisc. The soap suds, consisting 
chiefly of vegetable oil, leave the car- 
pet sweet-smelling and sanitary. The 
oscillating brushes are designed to 
duplicate the action of hand scrubbing 
and penetrate to the bottom of the 
nap. 


To IMPROVE SANITATION in the 
household the Ilg Electric Ventilating 
Co. of Chicago has placed on the 
market a 16-in. exhaust fan which 
may be placed either in a hole in the 
wall or on a wooden panel in the 
upper half of the window. Its self- 
cooled motor and its quietness are its 
distinguishing characteristics. Though 
of slow speed it is designed to move 
a large volume of air with but a 38 
watthour current consumption. 


A NEWLY DEVELOPED DEVICE for 
hanging lighting fixture bowls has 
been placed on the market by the Uni- 
versal Electric Appliance Co., 364 
Monadnock block, Chicago. The 
hanger is adjustable to take from 
twelve to eighteen inch bowls, which 
may be suspended by a single chain, 
three chains or a stem. Provision is 
also made for hanging shower shades 
and candles on the outside of the bowl 
and additional lights on the inside by 
use of interchangeable trimmings. 


To INCREASE THE LIGHT and to give 
it a softer aspect in the upper part of 
any room and to improve it on the 
working plane the Benjamin Electric 
Mfg. Co. of Chicago, Ill., has pro- 


duced a new reflector unit, the neck 


of which is made of opal glass and 
the dome of porcelain enameled steel 
of the R. L. M. type. The unit tends 
to increase the general lighting effi- 
ciency, brings out in detail the upper 
parts of machines,: belting, pulleys, 
shafting, etc., and serves to increase 
the apparent height of the ceiling. 


Ir BEING NECESSARY in case of 
emergency to have a few gas fixtures 
included in a lighting installation, the 
Gas Light Co., 44 West Broadway, 
New York City, has designed an 
electric fixture that will present a har- 
monious and uniform appearance with 
gas fixtures. The unit is especially 
adapted for a 200-watt gas-filled 
nitrogen lamp, though small lamps 
may be employed. The globe is of 
alabaster glass held in a brass con- 
tainer by a spring holder. 


A NEw DESIGN in boudoir lamps is 


‘the “Dresalite” manufactured by H. 


G. McF addin & Co., 38 Warren street, 
New York City. Attached to the 
back of the dressing table mirror, it 
presents a neat appearance as no fit- 
tings or wires are exposed. It carries 
a pull chain socket, the end of the 
chain protruding through the bottom 
of the fixture, hiding it from view yet 
making it very accessible. 


A NEw two-gang automobile toggle 
switch, with its face plate countersunk 
for the protection of the toggle han- 
dles, has been brought out by Harvey 
Hubbell, Inc. It is designed particu- 
larly for the control of ceiling and 
reading lights in enclosed cars. 


A uientT for localized night lighting 
of railroad and shipbuilding yards 
and other industrial uses has been 
placed on the market by the Western 
Electric Co., Inc., New York City. 
The light is designed for close range 
use and with the light operating with 
a 100-ft. throw, a 100-ft. spread is 
obtained at a 60 deg. angle. A 200- 
watt, gas-filled tungsten lamp is used 
with a hammered glass _ reflector, 
through the use of which is obtained a 
white glareless light. 


IN orpER that some means may be 
had of ascertaining whether or not the 
current is flowing in heating devices 
which are to be applied to combus- 
tibles the Bryant Electric Co. of 
Bridgeport, Conn., has placed on the 
market a combination flush receptacle 
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To Our Friends: 


The fire which visited our plant 
March roth left us a little bit “groggy” 
but we are far from being “knocked 
out.” 














Plans are already under way which 
will very shortly enable us to serve our 
old-time customers—and new ones—bet- 
ter than ever before. 







New machinery, added to our former 
equipment, will soon give us added pro- 
duction and help us to take care of the 
constantly increasing demand which 
“Up-2-Date” Home Electric Washers 
have enjoyed for so many years. 











In the meantime, we ask you to bear 
with us. We will fill all back orders just 
as soon as it’s humanly possible. To 
make sure that no customer will be over- 
looked, please send us a duplicate of 
your order so that we can check our 


records. 

























Marketed on a co-operative selling plan that safe- 
guards and boosts the"dealer to the utmost from in- 
quiry to his receipts on sales. Write for particulars. 


THE THISTLE MANUFACTURING CO. 


MANGO AVE. AND C. M. & ST. PAUL R. R. TRACKS, 
CHICAGO, ILL. 














HOME ELECTRIC WASHER 
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T DO YOU WANT T0 KNOW? 
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THE JOBBER’S SALESMAN 


has inaugurated a Question and 
Answer Department for the conven- 
ience of its subscribers. 


What do you want to know? 


Don’t hesitate to send in your 
questions, no matter what their na- 
ture may be. If we haven’t the in- 
formation in our files we will obtain 
it for you. 


This service is without charge. 


Inquiries will be held in con- 
fidence if desired. 


<@ 
at 








ADDRESS 
QUESTION AND ANSWER DEPT. 


THE JOBBER’S SALESMAN 


1018 S. WABASH AVE. 
CHICAGO 





and warning light so connected to- 
gether that when the plug cap is in- 
serted the lamp automatically lights 


up. 


Tue Devrta-Star Exectric Co. of 
Chicago has developed a standardized 
unit type outdoor substation intended 
to supply current to large industrial 
plants or small towns. These outfits 
can be furnished in capacities up to 
5000 kw. at voltages up to 33,000 in- 
clusive. 


THe “Muttirrex,” an_ electro- 
medical high-frequency generator 
operating on alternating current or 
direct current circuits of 110 volts 
and giving three intensities of high- 


. frequency current has recently been 


developed by the Bleadon-Dunn Co., 
326 West Madison street, Chicago. 
The new outfit weighs but 7 Ibs. with 
cautery and diagnostic lamp attach- 
ments. 


THe “Mipnient Sun’ floodlight 
No. 8290 is being brought out by the 
Universal Stage Lighting Co., 240 
West 50th street, New York City, for 
flood-lighting signs, theater-fronts, 
etc. Individual strips of glass con- 
stitute the make-up of the parabolic 
reflector, giving the diffusing charac- 
teristics of a corrugated reflector. 
The construction is of a weatherproof 
type and is coated with aluminum 
paint, rendering it inconspicuous in 
the daytime. The floodlight is de- 
signed for use with either 500, 1000 
or 1500 watt Mazda C lamps. 


NationaL X-Ray ReEFvector Co., 
235 West Jackson boulevard, Chi- 
cago, is putting out a new portable 
color-matching light for use in dry- 
goods, jewelry, haberdashery, depart- 
ment and similar stores where the 
nearest approach to daylight is essen- 
tial. No colored lamps or diffusing 
plates are used in this new unit, the 
white light being secured by means of 
a blue crystal glass, silver-mirrored, 
reflector using a standard 25-watt 
round frosted lamp. 


OnE oF Two sty.Les of “Reelites’”’ 
recently announced by the Anderson 
Electric Specialty Co. of Chicago is a 
drop-cord fixture type with 12 ft. of 
coid and socket, for use in machine 
shops, thereby affording flexibility of 
lighting. The other is a _portable- 
lamp type with 25 ft. of cord, being 
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RENEWABLE 


AMPS. 








eae OOO Bree 
UND.LAB. INSPECTED 


S TRICO FUSE MFG.CO. MILWAUKEE 








PACITY 40/10 600 AMP. 
PAT AUG.13-1018-DEC./0-/9/8 





This 
is the Label that is your protection 
against inferior product 


Trico is the only fuse of the renewable 
type approved in all standard sizes by the 
Underwriters’ Laboratories using the advan- 
tageous powder filled renewal element and 
it is also approved in all capacities by the 
Miller Mutual Fire Insurance Companies. 


We quote the following paragraph from 
the Underwriters’ report which we believe 
will be of special interest to you. 


. . ‘The inner or renewal cartridge pro- 
Licd(aee vides a link of a form not easily dupli- 
ty F500, cated by the user or likely to be replaced 

é ee by an improper substitute. The combina: 
tion of a powder filler surrounding the 
link, closely approximates the essential 
features of design of standard enclosed 
fuses of the non-renewable type.” 


“TENTED Nov 13-19!7 
RCo Fuse Mro.C| 
Miiw mee 


No better proof of merit can be offered 
than the approval placed upon them by the 
Underwriters and the Miller Mutual Fire 
Insurance Companies. 






Let us furnish you with a Brochure giv- 
ing you complete information on “the ad- 


vantageous powder filler.’ 
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CEDAR 
POLES 


ULLAL 


The MacGillis & Gibbs Co. 
Milwaukee, Wis. 








WOOD TURNING 


for All Electrical Purposes 


SWITCH HANDLES 
KNOBS 


RHEOSTAT HANDLES 


and everything in wood used 
in the electrical field. 


Write us—we can fill YOUR 
wants. 


NICHOLAS BONNETT & CO. 


619-27 W. Adams St. 
CHICAGO 











* General Electric Co., 














Hotel “rae 


Minneapolis 


In the Heart of 
the Retail and 
Theatrical Dis- 
trict. 


450 Rooms at Moderate Rates 
4 Large Cafes 


The Largest and 


Most Complete 
Hotel in the 
Northwest. 


- and which may be 











suitable for use in garages, machine 
shops, ete. These reels may be at- 
tached to a 4-in. outlet box or directly 
to the ceiling. Standard re-inforced 
lamp cord is employed in the reels 
which operate on the window shade 


principle. 


A ticket chopping machine, the 
knives of which are operated by a 14- 
hp. electric motor, has been developed 
by the Caille Bros. Co. of Detroit, 
Mich. The pressing of a_ button 
starts the and sends 
through the tickets, shredding them. 


mechanism 


For vse in isolated spots the Julius 
& Sons Co. of Milwaukee, 
Wisc., is marketing their “Jasco” 
114-kw., 40-volt light plant. One 
feature the plant claims is that, while 
its 814 H. P. gas engine is operating 
the generator, it is also fitted to give 
belt power to overhead shafting or 
direct to power machinery. 


Andrae 


To optain better light diffusion in 
industrial plants, and to relieve the 
sharp contrast of light above and be- 
low metal reflectors and to bring out 
distinctly belting, parts of machinery, 
etc., in the upper part of the room, 
the Ivanhoe-Regent Works of the 
Cleveland, O., 


announces their new metal dome 
opalescent glass neck reflector. The 


reflector will be of the R, L. M. type. 


A PORTABLE RECTIFIER for charging 
one 6 or one 12-volt battery 
attached to the 
ordinary lampsocket has been placed 
on the market by the St. Louis Elec- 
trical Works of St. Louis, Mo. 


at a time 


AN ATTACHMENT PLUG of the one- 
piece design and which may be at- 
tached to any Edison base socket or 
outlet by a “simple twist of the wrist’’ 
is being manufactured by the Yost 
Electrical Mfg. Co., and distributed 
by the Peerless Light Co. of Chicago. 
It is called a “‘lockfast” plug. 


THe Win-Her Wasuer Co. of Des 
Moines, Ia., has placed on the mar- 
ket an 
washer in which the cylinder may be 
swung up and allowed to rest out of 
the way while cleaning the drum or 
filling it with water. <A _ swinging 
steel frame, on which are hung the 
cylinder bearings, is used to raise the 
cylinder from the drum. 


electrically operated clothes 


AMERICAN LINE 
MATERIALS CO. 


CROSSARMS 
THAT LAST 
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ASK ‘YOU R DEALER 
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Successor to 


AMERICAN CROSS- 
ARM COMPANY 





















































POLES 


NATIONAL POLE CO. 


Escanaba, Mich. 


220 Broadway, 
New York 


2844 Summit St., 
Toledo, O. 


| Rialto Bldg., 


San Francisco, Calif. 



































Cedar Poles 


Butt Treating 
Open Tank Process 
on8 
The Valentine-Clark 
Company 
Spokane, Wash. 


Toledo 





Minneapolis Chicago 











CEDAR POLES 


Northern 
Wh ite Cedar 


Western 
Red Cedar 


Plain or 
Butt Treated 


T. M. Partridge 
Lumber Company 


Minneapolis, Minnesota 
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Northern White Cedat Poles 


MARA MAAS 


SWRA 


Just as the lighthouse must stand for years 


under the smashing of waves, wind-and weather to serve 
men and their needs, so stand Northern White Cedar Poles 
under all conditions of weather for twenty years or more. 


Keen buyers of poles in all parts of the 


United States and Canada specify Northern White Cedar 
Poles—the poles of great strength and long life. 


Poles shown here are at East Chicago, In- 
diana, in the lines of The Northern Indiana Gas and Elec- 
tric Co. 

They are 8-inch 45-foot poles, and were set 
in 1912. Recent inspection shows they are good for many 
years of service. The loads carried are, from left to right 


No.1 1 34 Messenger No.2 6 No. 2B & S Stranded 
3 No. 2B &S Solid 14 No.6B &S W. P. Solid 
6 No. 2B &S Stranded 11 No. 00 W. P. 


No.3 3 No. 00 Stranded Bar 
3 No. 2 Stranded Bar 


For further pole information, write the 


NORTHERN WHITE CEDAR ASSOCIATION 


Lumber Exchange Minneapolis, Minn. 





















































NATIONAL METAL MOLDING 


makes it easier for you to sell 
appliances—by making it 
easier for your customers to 
use them. It enables you to 
quickly and neatly put in the 
convenience outlets needed in 
practically every place where 
electricity is used. And every 
job carries a two-way profit— 
from the installation itself and 
from the sales that are sure to 
follow. Write for Bulletins and 
full information. 





National Metal Molding @ © 


General Offices: Pittsburgh, Pa. 





way 


BOVE is a “National Metal Mold- 

ing Ad” that appears in ELEC- 

TRICAL MERCHANDISING and other 

publications your Contractor-Dealer cus- 

tomers read. This advertising cuts down 

sales resistance. It makes it easier for you 
to sell the idea—and the goods. 


National Metal Molding @ 


PITTSBURGH 
Atlanta Dallas Los Angeles Salt Lake City 
Boston Denver. New York San Francisco 
Buffalo Detroit Philadelphia ttie 
Chicago El Paso Portland ‘ St. Louis 


Buenos Aires Havana Manila Paris 





























Type C—1/16H.P. 


Light, powerful, 
regularly equipped 
as shown, with 8 ft 
cord, plug and 3- 
speed rheostat in 

base. 





WyOTors bearing the DUMORE 
name are quality motors— 
recognized leaders in their field. 
They are the Universal type,wound 
in series, and operate on either 
direct or alternating current. Par- 
ticular attention is given armatur- 
es, fields, bearings, etc. All arma- 
tures are dynamically balanced, 
insuring free-running, long-lived 
motors. 


The motors illustrated are standard 
stock types and appeal strongly to 
jewelers, dentists or anyone doing light 
polishing and buffing. You can get 
the Universal motor business in your 
territory when you are known as a 
DUMORE distributor. The line is high 
grade and the profit is liberal. 


Discounts will be quoted upon request. 


WISCONSIN ELECTRIC CO. 
8322 16th Street . RACINE, WIS. 
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Type D—1/4 H. P. 


Especially adapted 
for jewelers’ and 
dentists work 
Equipped as shown 
with 8 ft cord, plug 
and 3-speed rheo- 
stat in base. 





Type A—1/25H.P. 


A light, compact 
power unit equip 
ped with 3 ft. cord, 
plug, wheel arbor | 
and emery wheel. 
Speed, 2,000 to 
9,000 R. P. M. 


Type F—1/25 HP. 
Motor same as Type 
A. Type F, equip- 


cludes a 6- speed, 

foot controlled 

rheostat with 11 ft. 
cord and plug. 
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ummer Days are Happy Dave 
in Homes that are Copied by 


” Robbins & Myers Fans | 


COME IN FOR A DEMONSTRATION OF THESE RELIABLE FANS * 
WE CAM SUPPLY THEM IN ALL STYLES AND SIZES « * 8 





Are Your Customers’ Windows Helping 
You Increase Your Sales? 


The easiest way for the jobber’s sales- To assist in this work, the Robbins 
man to increase his volume of sales is to & Myers Company furnishes a complete 
ase line of window display material, lan- 
tern slides, folders, booklets, newspaper 
advertisements and other sales helps on 
Fans. ‘This material is all shown in a 
handy portfolio which the salesman can 
carry with him. 

Every salesman who is supplying R. 


utilize such means as he has to increé 
business for his dealers. ‘The salesman 
who sees to it that his dealers are using 
their windows and other advertising 
mediums to the best advantage, is mak- 
ing his dealers bigger and better cus- 


tomers, and is increasing his own vol- & M. Fans to his trade should have one 
ume of sales in the easiest, most effec- of these portfolios. If you haven't 
tive way. received one write for it today. 


THE ROBBINS & MYERS COMPANY 


SPRINGFIELD, OHIO 


New York Boston Philadelphia Buffalo Chicago Cleveland Cincinnati at: Loule San Francisco 


Robbins & Myers Fans 



























